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Fluorescent Colors 
... Gdvertising’s new look 


Fluorescent colors have been growing - 
in popularity for several years... : 
but new developments in inks indicate 

they may become even more popular. f 
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USE 


CUTAWAYS 


to tell the 
inside story of your product 


Cutaways show engineering features, operation advantages 
and quality construction of many products...better than any 
other method of demonstration. They convince the customer, 
they sell the dealer and distributor and do wonders in sales 
training, too. 


Power driven cutaway of 
International Harvester 
Company UD-9A Diesel 
power unit 


Operating cutaway of 
DeSoto Firedome V-Eight 
engine on turntable, with 
dimmer lighting under 
red plastic “dome” base, 
plus sound 


Cutaway International 
Harvester refrigerator 
shows quality construc- 
tion features. 





Cutawoy water heater for 
Hotpoint, Inc. animated 
by neon tubes lighting in 
sequence to show opera- 
tion of calrod heaters and 
internal colored lighting 
projected on translucent 
plastic, indicating trans- 
formation from cold to 
hot water 








We are specialists in making cutaways and animations. We also 
design and produce convention exhibits, museum exhibits, dealer 
displays, showrooms, sales meeting stages and props, and models. 
Write or call for information and prices. 


GENERAL EXHIBITS AND DISPLAYS, INC. 


2100 NORTH RACINE AVE., CHICAGO 14, ILLINOIS e PHONE: EASTGATE 7-0100 
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Next Month in AR... 


What Makes a Good Point of Purchase Display? 


Edward K. Whitmore, chairman of the Eighth Annual Point-of-Purchase 
Advertising Institute Symposium & Exhibit, outlines some of the basic 
factors which go into the development of a successful display . . . and 
sets forth five basic rules for point of purchase promotion. 







Those Catchy Life Savers Poster Ads 


Familiar objects, catchy slogans and a light touch have combined to 
form a successful series of poster-type ads for Life Savers. Harlow 
Rockwell, Young & Rubican art director assigned to the account, tells 
how these highly original ads are produced. 
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TV Production — Do It Yourself... and Save! 


The Emil Mogul Co. has found that tv production costs can be slashed 
when admen don’t depend upon somebody else to handle every job. 
Nat B. Eisenberg, Mogul's director of radio and tv production, tells how 
the agency has developed a number of important cost-cutting methods. 
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How to Prepare Copy for Low-Budget Offset Printing 


Low-budget printing by offset can be attained without necessarily re- 
ducing quality. Lou Dezarlo, art director of Fisher Advertising Service 
(Brooklyn), tells some of the methods he employs to produce low-cost 
printed pieces by offset. 
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@ What Admen Should Know About Rotogravure Supplement Reproduction 


. ..@m agency production manager shares his experience in preparing 
four-color ads for newspaper supplements. 


LUMUeMenen earn bene pene sentE: 


OTHER : @ How Rose Marie Reid Gives Employes “The Big Picture” 
3 . . . the California swimwear maker boosted employe morale with a 
SPECIAL : special rerun of the fashion show used to introduce its 1954 line. 
?  @ Exhibit Policies of the Auto Industry's “Big Three” om 
FEATURES : . . . the impressive exhibit techniques of General Motors, Ford and 4 
: Chrysler have set a progressive pattern for other industries to study. | 
: @ How to Prepare a Stereo Presentation 


... the use of stereo slides as a selling tool is growing in popularity. This 
article will present some tips on production of stereo presentations. 
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Planning a Catalog? 





tters 


Your NATIONAL Stationer Here's a helpful tool in selecting the type of 


catalog, manual, price list or other sales aid 


Lets You SEE What You Want i.s.°.02".2, Shaye anne 


It shows a diverse line of binding materials, 


e l, hi color stampings and index tabs makes it 
witn this she tee 


sales, advertising and promouon 


NEW CATALOG COVER SELECTOR acto show wiucs planned to mensscment 





Includes : @ 12 cover panels which show different types of stampings: 
Straight Stamping, 1 or 2 colors 
Embossed and Stamped 
@ Illustrations of all stock mechanisms and styles Screened on smooth materials 
of binders 


@ 25 rich binding materials 


Embossed and screened on smooth or grained materials 


@ 7 colored stampings on acetate sheets to place @ Indexes printed insertable or printed -celluloid- 
over various bindings to check different effects leather and copper holed reinforced 






NATIONAL BLANK BOCK NATIONAL 
COMPANY * 


HOLYOKE MASS. © BOSTON @e NEW YORK @ CHICAGO @e SAN FRANCISCO @e ATLANTA 


» 
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JUST BETWEEN US 





Advertising Has to Be Read 


Liced how many newspapers have been giving their 
o0graphical style a face-lifting lately? 


= 
a 
< 
oO 
i 
oO 
aA 


They are changing to larger and more legible faces for their 
body type, and to headlines which are more attractive in appear 





r that wonderful instrument the human eye, to gra 


“9 


0 
interpret at a glance 


The newspaper is read by more people than any other kind of 


printed material, andconsequently the thinking that is going on among 


newspaper publishers, editors and mechanical men is highly significant 
to advertisers and those who serve them. 
WN aAe + 3 o~ - te. = A 4a 7 ec > . ‘ } " 4 a A 
No advertisement 1S an ood unless it gets itself read. And 
> & 


one of the obstacles to good readership, which means fast 
t 


imilation of the thought conveyed by the type, is composition and 
ieSign which are not fully legible and at the same time are not easy 


on the poor, over-worked visual equipment of the average reader. 
mrnhs - ; b 


So much emphasis is placed by typographical 


experts, agency layout men, 
tising managers and others concerned with ad effectiveness on 





zetting attention, smashing the story home, increasing hard sell, and 
imilar ide , that I sometimes wonder if the primary purpose of an 
vertisement, to get itself read, is not being lost ight of. 
It een to me that the constructive and successful efforts of 
new publishers to redesign their products in such a way to 
enat reader to get more off their pages with less effo 








pe of | Stimulate the thinking of everybody in the advertising and production 
s aid crafts to similar improvements. 
pany 3 . . : 
It could hardly fail to be a profitable investment of time, 
rials, 
energy na money. 
kes it 
omuo0n 
tS 
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Gravure production 
is Still more man 
than machine... 


When that ingenious Seot. Tom 
sell. first developed and patented thi 
intaglio process. in 1783. his press Was 
crude. as were the he printed 
from. Exhibits in museums enable us 
to compare early intaglio with modert 
eravure...show us how far we | 
come in presswork and in processing 

Poday. sensitive cameras. light 
and exposure controls. dependable 
film and chemicals. vastly improved 
etching. precision presses, stable inks 
and better papers. now make possible 
standards far bevond old Tom's dream. 

But so far. no substitutes have been craltsmen, 
found for the competent craftsman, three cony 
the acquired skill of hand and eve, the it right. Lea 
judgment based on long experience. and produc 

Intaglio first pioneered modern 

gravure production... for more that 


eighteen vears has devised bette 


Intaglio Service CORPORATION 


{meri is 


pre 





THE EDITOR'S 
NOTEBOOK 


Dick Hodgson 
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7 UNIFIED SERVICES 


ART 
PHOTOENGRAVING 
PHOTOGRAPHY 
ELECTROTYPING 
TYPOGRAPHY 
COLOR PROCESS 
LITHO PLATE SERVICE 
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Display Typefaces 
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ADVERTISING MEN 
often find a 
good “angle” in 





to use envelopes to 
improve business 





types and sizes 
of envelopes to use 





it pays to use 
U.S.E. Envelopes 








He See 





Ts 


Checking the tensile strength of U.S.E. 





envelope paper. 


Envelope blanks are precision die-cut 


Every sale — every purchase 
HOW and WHAT stages to the WHY stage . . 
where the buyer must be shown the difference 





between good and “good enough.” 


goes through the 


In envelopes this difference shows up in more attractive print- 


ing with less headaches for the printer, easier addressing, firmer 


sealing, greater security in the mails — and better impressions 


on those who receive your envelopes. 


To help you see HOW envelopes can improve business and 


WHAT envelopes to use, U.S.E. offers the “HANDBOOK.” 
And to~help_you convince yourself and your associates that it 


AB if for me?”. 
You'll find ‘beth of these books helpful and interesting. 








pays to buy good envelopes,-U.S.E. offers the book “What's in 


is ready to help you? 


E2-Al 


Springfield 2, Massachusetts 


from Coast 


to Coast 


. ; 
" |~ U.S.E., which guarantees its envelopes, and your envelope supplier. 

rm E Ask him for free copies of the Handbook and “What’s\in it for me?” 
- VIALE SCE a. & ¥ Ist 
~ it eg NMIitzky GS SALE ad wig it 

cad re Ear a a, me may 
Nc mY im LS a” Be e< REP AR Y 
15 Divisions 
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his mailing. He also got some “free” 
illustrations, since each of the stamps 
showed a government building in 
which his equipment was used. He 
further increased the value of thi 
piece by attaching the stamps so that 
they could be easily removed—and 
who can resist the urge to save three 
unused stamps”? 
e We've been not just a_ littl 
amazed as a result of a recent auto- 
mobile shopping expedition. During 
the past few weeks, we've called 
upon over 10 automobile agencies. [| 
there’s a really good automobile 
salesman left in the business we doubt 
if he is in Chicago or its suburbs 
The thing that particularly amazed 
us was the almost complete failure 
to use all of that beautiful sales pro- 


motion literature which the ca 
manufacturers spend so much tim 
and money producing. Only one of 
the dealers (a small Ford agency 


located ina Chicago suburb) Pave 


us a single piece of literature 

We even went so tar as to ask fon 
some descriptive literature in a cou- 
ple of the auto showrooms. One 
salesman said he thought they had 
some kind of literature around some- 
where but he wasn’t sure where 
to find it. The other salesman kindly 
let us lo i i 1 folde ( 
ered wit S¢ bb b 


This situatio : 
aerscore i ] pe phase ¢ 
sales promotion program the ect 
S i710 S ete ( 
ais oO ( ( 

/ yllo ec 

We ve seer = 
tion pieces d us au- 
tomobile an ict t elp - 
t ice 1954 1 els. O é vhole 
tne ( ta I But 1 little 

I ypens t 

tr yt t yrinting 
} t TI IS ( te ( vnere 
spe rit I na qaollars I 
production of sales promotion mate- 
rial needs to be followed ip with a 
t educating ( € t if 
the Dest S T ite 
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Supposing you have developed a super 
egg mash. What advantages does it have 





over competing lines?"’ 
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He 
tha 
h biggest boom 
it ~ | 
. to advertisers | 
le. To serve you better | 
s. I ; 
bil and agencies in HOLLYWOOD, | 
oubt . 
Ds : KLING acquires the famous 
ws KLING STUDIOS now america’s oe 
he largest facilities for television CHARLES CHAPLIN STUDIOS 
and industrial film production Professionally perfect facil- 
f ities, the famed Charles Chap- 
lin studios in their entirety, all now 
under the Kling banner! For the first 
eT time complete Hollywood facilities 
= p\ ‘ for TV shows and commercials; in- 
} Ee Ls LA dustrial, training and institutiona 
films for business and indu Fu 
to serve you better in CHICAGO ther proof of Kling’s winning formula 
pi Advertising Knowmanship plus Ho 
KLING equips additional bicelles 
lywooa ohowmansnip 
modern film studio 
Tremendous expansion in Chicago, too! 
Complete in every way, this new production center, 
with three giant sound stages, brings to the midwest P e — > 
facilities equal to the film require- 
ments. Kling ... for the largest film facilities in the 
midwest! 
chicago represented in the following cities } ‘ 
ee Waa ae aL 
NEW YORK + PITTSBURGH 
pn ata to SUIS 
Perms Ce SEATTLE + ST. LOUIS 
it have 
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Unruttfled 


Production 


4 My name’s Monday—first name’s Joe. I was on a 
case. The guy looked suspicious. He was an adver- 

; tising agency production man and he had a smile 
0 4 from ear to ear. That didn’t look right. I asked him 

% “How come you're so happy—just want to get the 
) 4 facts sir.”” He looked at me. “Why not” he answers, 
“I just turned over my art and mechanicals, including 
re-scales, to International Color Gravure. That cleans 
up all my roto schedules—closing dates are in the bag. 
Why shouldn’t I be happy?’"” He had me—I decided 
to get out of there. He made the 5:15 for home. 

If you have a roto job Monday or any other day 
of the week you can be just as care-free if you call 
in International Color Gravure. And you'll be home ‘ 
in time for dinner. 











nlenalional aA fain Che 4 : 


39 West 60th St., New York 23, N.Y Telephone Circle 5-8750 (} 


PHILADELPH!A—Widener Building 
Rittenhouse 6-2161 


LOS ANGELES—122 Glendale Boulevard 
MAdison 6-460) 


SUPERTONE, INC. 


408 Lexington Ave., New York 17, N.Y. Telephone Plaza 3-9468 
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STANFORD CALDERWOOI! e We have been receiving inquiries 
, I ‘ : we 
I 1 Cr bs f tet Irom your readers (se¢ New Photo- 
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oe lle ADVERTISING 
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By 14 national authorities in the 





‘ t field of mass selling to industry 
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+ ¢ the ¢ ‘ Sales Promotion Manager. POWER | 
e Ch t eve 333 pages, photographs, charts, graphs, $6.50 
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DISCOVER 


New Selling Tools 


Dabo 
BTID SS 
LL OALY 


May 10, 11, 12, 1954 


Grand Ballroom and Adjacent Ballrooms 


HOTEL BILTMORE 


New York City 





















































Request Guest Tickets or Exhibitor's 
Color Brochure on company letterhead. 














Thomas B. Noble, Chairman 


ADVERTISING TRADES INSTITUTE, Inc. 


270 Park Avenue, New York 17 
Murray Hill 8-0091 


























Next Advertising Essentials Show 
Nov. 15, 16, 17, Hotel Biltmore, New York 





























Smart Soft oN 
Bottlers Use Balloons to. .> 


@ Increase brand recog- 
nition 


@ Increase sales with 
balloon give-aways 


@ Merchandise radio and TV advertising 






Because 


| Pl PIONEER Qualatex Balloons 


' Ak @ Are inexpensive and long lasting 







7 4 @ Have real toy value as premiums 


@ Reach parents thru demand —o 
| of the kids i 
. macaiee 
@ Carry your message 
wherever they go. 
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MA Get ideas, samples and im- 
print information from our 
Premium Department. 
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Write today to... 


¢ QQ AIRS 
patio «PIONEER oncnll 


410 Titfin Road © Willard, Ohio 
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e We are trying to locate a supplier, 
and so what could be better than to 
turn to the people that have most of 
the answers, most of the time. 

To be specific, we are looking for 
the manufacturer of a novelty, tape 
and sound box, which, when the 
thumb nail is drawn over the tape, 
emits sound, and is capable of pro- 
ducing a brief, three or four word 
message. All of us here at the agen- 
cy are quite sure that we have at 
one time or another seen this type 
of arrangement, but we have been 
unable to get any further informa- 
tion locally. 

Perhaps you can shed some light 
on the subject, or refer this letter to 
one of your contacts who may help 
us 

Harvey F. JEAcock 
Production Manager, Lloyd 
Mansfield Co. Inc., Buffalo 


@e Can you possibly give us the 
names of decal or stick-on label 
manufacturers that stock illustra- 
tions as eye-catchers which can be 
applied to envelopes for direct mail 
promotions? 

BerRNARD G. HERMAN 

Los Angeles 


e Can you supply the names of one 
or two printers who specialize in 
“invisible printing?” 
ARTHUR B. OLIAN 
Olian-Sidman Advertising 
Agency, Harrisburg, Pa. 


e We are interested in locating an 
advertising supply for 
“spun plastic” point of purchase dis- 
plays. We would greatly appreciate 
it if you could help us locate a man- 
ufacturer in this display media field 

Jack CARSON 

Maynard Sales & Advertising 

Counsel, Benton Harbor, Mich 


source of 


+2 af 
ee 4 
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e In a recent issue of AR (Jan. AR, 
page 7), there was a little note in 
your “How I Solved It” department 
in which the writer explained that 
he used adhesive cellophane on lay- 
outs to give them a finished appear- 
ance. Do you have the name of the 
New York representative of this 
product, and if so, would you ask 
them to get in touch with me. 

H. H. GunstEn 

Advertising Manager, Frank G 

Shattuck Co., New York 





e I’m having difficulty finding a 
source for syndicated spot cartoons 
(art and caption) for use in a trad 
house organ for one of our clients 
Do you have on file any sources for 
such service? 

By the way, your magazine has 
been a tremendous help to me in my 
job. In fact, I have just entered my 
subscription renewal for three year 
I don’t want to miss an issue. Keey 
up the good work! 

BERNARD C. SCHRAMM, JR 
Production Manager, AWL Ad- 


vertising Agency, Baltimore 





e We are urgently in ne 
couple of premium items with appeal 
to youngsters ranging In age Iron 
four to 14. The item must have wide 
appeal, must be new and 


and should liquidate { not ove 
50¢ per item 

We are writing to a numb 
your advertisers, but in addition 
would like to enlist your help in 
putting us in touch with a wider list 


of suppliers 


J.D. “Doc” WiiuiaMs 


J. D. “Doc” Williams Agen 
Dallas 
@ We are an industrial advertising 
agency with clients in the metal 
working and other industrial fields 
We need leads to makers of pence ls 


which might be used as premiums 
presents, and we are 
interested in pencils with calculating 
devices on them 

It seems to me that somewhere I 


have seen a pen¢ il advertised which 





had a small device mounted on the 
end for measuring distances on maps 
How can we find the 


1 


people who 
make this pencil, or any other pen o1 


1 


pencil manufacturer who might be 
a pencil with 
a new calculating device built into it’ 
Pau. R. Cooper 
Production Manager, Odiorne 
Industrial Advertising, Yellow 
Springs, O 


interested in producing 


Bouquets for AR 


e I have been a subscriber to AR 
during the past year. I would like to 
say that I have received many good, 
constructive thoughts from studying 
your magazine. It has given me many 
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ALWAYS MAKE GOOD PRINTING BETTER 


. a. = | 


5S 


THE NORTHWEST PAPER 


CLOQUET, MINNESOTA 








TN Be Go 


CLOQUET, MINNESOTA 


NORTHWEST PEDIGREED PAPERS ALWAYS MAKE GOOD PRINTING BETTER 


Northwest Bond Mountie Offset 
Northwest Ledger Mountie Text 
Northwest Mimeo Bond Mountie Book 
Northwest Duplicator Carlton Bond 
PRINTING PAPERS 
Northwest Index Bristol Carlton Ledger 
Northwest Post Card Carlton Mimeograph 
Mountie Label Carlton Duplicator 
North Star Writing Non-Fading Poster 
Nortex White Nortex Gray 
ENVELOPE PAPERS Nortex Buff Mountie 
Carlton 
Papeteries Lining 
laa Drawing Gumming 
ym CONVERTING PAPERS 
. | AB Adding Machine Coating Raw Stock 
, | Register Cup Paper 


CHICAGO 6, 20 N. Wacker Drive MINNEAPOLIS 2, Foshay Tower ST. LOUIS 3, Shell Building 
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helps in my work and I would like 
to thank you for them. 
I would appreciate your forward- 


ing a binder se that I may keep AR 
on my desk at all times for quick 
reference 
SHELDON SHAFFER 
Advertising Manager, Dominion 
Elect ic Corp., Mansfield, O VE &5 U a EXTE Pd DD - DD 
@ It isn’t very often we in the busy 
advertising agency business take 
time out to praise anything, but J (G ROTESK) 
couldn't let this ene losed three-vyeat 
enewal leave without a few warm 
vords of praise for your mi 


I feel it has filled a long, long need 


n our field. Each issue feeds us a . : 
ealth of information and ideas, IN a COMplete size range... 


Max SINOwWITZ 


President, Chelsea Advertisins ; 
hac., Mow Wank from ee to 8S 4. point 
e This is rather a belated letter to 


U h h we ¢ 
ne ealt ial f AR 
Each iss to surpas 
last one, and despite a busy schedulk 
ve hay tound it n st to ine ae 
we have found it must to include Wanus Extra Bold Extended 
We particularly liked J. L. Rue- ee er ee 


about the unique eee ci Venus Bold Extended 
t was espe- 8 to 54 point 
ee es Venus Medium Extended 


ia the Sas ats aap ak Venus Light Extended 


Director of Merchandisin; also 
Willia J. Sn | Ageney Inc 
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Announcing the ADvent of 
SHERRI- =e horns 


rr) rn dtel 
rey: 
‘ di j 


SEE HER SOON! 


OW DISPLAY AT 106 GROWE STREET CHELSEA MASSACHUSETTS 






Write TODAY for samples and our complete price 
list on other sizes, Blowups, Post Cards and the 
VISUALITE” Display 


ORIGINAL PHOTOGRAPHY AND RETOUCHING AT 
REASONABLE RATES 
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TEL-A-STORY Automatic 
Advertising Projector 


IDEAL FOR TRADE SHOWS 
A 
zt | 


Your complete product line can be 
shown on TEL-A-STORY, especially 
those items which are too large to 
exhibit. 


COUNTER DISPLAYS 





TEL-A-STORY can be used to adver- 
tise any product, large or small 

Furniture Clothing Appliances, 
Drapery Jewelry and special sales 


WINDOW DISPLAYS 


Use TEL-A-STORY as the “Moving” 
center of attraction in any window 
display. Make the most of your BEST 
SELLING SPACE. 





Tel-A-Story is a self-contained projector 
using twelve 35mm transparencies. It 
projects directly to a 156 square-inch 
screen and changes pictures every six 
seconds. 750-watt illumination gives the 
25 pound projector a bright picture for 
any location. 


For illustrated booklet, write Dept. AR-12 


TEL-A-STORY, INC. 


523 Main Street, Davenport. lowa 





HOw 


I SOLVED IT 


Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 
ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11 
No material will be returned unless specifically requested 
and accompanied by return postage. 


Device For Matching 
Grays in Retouching 


It’s a problem when retouching 
black and white photographs to know 
the exact shade of gray to use be- 
cause brush grays always dry a 
shade or two darker than they are 
when wet. 

I solved the problem with a scrap 
of three-ply bristol board 142” wide 
and 4” long. Along one edge of the 
board I painted daubs of each of the 
six tones of gray so that they bled to 
the edge of the board. The daubs 
were painted on from left to right 
in the order of their numbers on the 
tubes. Under each daub I then let- 
tered in the number of the appro- 
priate tube 

When I have a retouching job, I 
place the device over the photo and 
can see at a glance what tone or 
mixture of tones will match any 
shade of gray on the photo. This 
device can be used to advantage in 
airbrushing photos as well as in 
brush retouching 

Lou DEzARLO 
Fisher Advertising, Brooklyn, 
New York 


Overlays Save Photos, 
Cut Costs For Client 


We made a client happy when we 
provided outline halftones without 
spoiling his glossies and at the same 
time saved him more than $125. 

The job was to prepare a four- 
page catalog, and it was decided to 
use the outline halftones because of 
the large amount of copy and pic- 
tures—18 of them—that was to be 
used. More than half of the pictures 
were not blocked out because of 
very dramatic lighting or application 
backgrounds which would have been 
ruined by white poster paint. 

To outline the pictures on the en- 
graver’s negative would have been 
too expensive. Of course, we could 


have made copy negatives, blocked 
out the backgrounds and then had 
glossies printed. But the cost still 
would have been excessive—approx- 
imately $150 
Our art studio came up with a 

solution. For about $25, the studi: 
mounted transparent acetate over- 
lays on the pictures with back- 
grounds, and the biocking out was 
done on the overlays. Result, a sav- 
ing of about $10 per photo, with the 
added advantage that from now on 
the pictures can be used either for 
making outline halftones or with 
backgrounds at no extra cost 

Bos MADISON 

Production Department, Glenn 

Jordan, Stoetzel Inc., Chicago 


Your Old Ink Compass 
Can Have New Life 


With a few minor changes your 
old “worn out” ink compass can be 
put to work again in a different and 
practical way 

Simply remove the outside blade 
of the pen and sharpen the inside 
blade. You'll come up with a very 
useful tool for cutting different siz 
circles out of stencils, frisket paper 
Zip-a-Tone, acetate templates, et 

Mitton TRNKA 
Art Director, Clark Advertising 
Agency, Aurora, Ill 
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Production Chart Keeps 
Booklet Job on Schedule 


To keep up with production on a 
20-page Christmas’ booklet, we 
thumb-tacked to the wall a sheet of 
drawing paper, with 20 one-inch 
columns running horizontally. By 





writing in the page number and 
merchandise to be color photographed 
on the left-hand side, we could tell 






P= 

or at a glance what merchandise was 
Ly im. at the photographers ol 
yr. Was coming. 


Columns running vertically make 





squares representing the stages of 
production We have “Color Shot 
Completed,” “Copy,” “Proof,” and 
“At Printers.” The date of each of 








































cea 
1ad these steps 1S grease penciled in on 
til] a sheet of acetate overlay 
»x- The chart gives, at a glance, the 
necessary information on the status 
— of any page in the book and the 
ai book asa whole 
ial 
er- JAMES MATTHEWS 
ck- Advertising Mgr., Washer Bros 
wa Fort Worth 
a One Cut—And Label 
o Becomes Streamer 
oO 
a One of our clients Limpert Bro 
Inc (Vineland, N. J.). a Supple 
lor ice cream manulacturers, wanted 
as to print a label for its No. 10 can and 
agi at the same time provide display 
B streamers for retail outlets 
This is how we worked it out. We 
printed the label to fit the can and 
included the necessary label data 
like net weight and ingredients i 
your the top borde1 
; be Then, by simply lopping off the toy 
ane inch of the label, we had an accept- 
; able streame1 Simple but 
lade effective’ 
— Grorcr F. Watsu 
ves George F. Walsh Advert ¢ 
ae Vineland, N. J 
Ape 
ti No Mat Proof for 
a Layout? Iry This 
Here’s a way to use manufacturers 
mats quickly, accurately and neatly 
j when proofs are not available 
Slip the mat, face down, unde 
~ sheet of tracing papel Then blacker 
Tn. the tissue with a wide carbon ove) 
@ | the area of the mat you need. Cut 
out the tissue area and spread rubb 
cement lightly over the carbon sid: 
j Place the carbon, cement side 
5, = down on your layout and—presto! 





you'll have a carbon impression of 





the mat with the messy carbon on 





the “inside ™ 





iE 


DONALD POARCH 





Advertising Manager, Roberts 
Portland, Ore 
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A treasury of graphic ideas 
for fine business stationery 


based on the tabulated results of the nationwide 
Neenah Test of Letterhead Preferences 


) 


2 


) } l l 
‘AS printers, and designers who are responsible lor select 
ele 
\ 
as , ] = | { } 
_ 


his portfolio is a “thought-starter for executives 


rr designing letterheads. It shows the basic elements « 
letterhead design that were actually preferred by thousands 


of executives and professional! 


It will help you answer such question 
as: Should we design a monogram or 
emblem2 Should we show a picture 

of our plant or product? If so, 


in what art style? Should our company 





name be set in type or lettered, 
and in what style? 
You can get your free copy of the 


**Neenah Guide to Preferred Letterheads” from yvour printer or lettershop 


NEENAH PAPER COMPANY \Neench, Wisconsin 





































































TIDEE MAID 
DELUXE 
SEWING BOX 
NO. 109 


NON-SPILL 
TIP-SEE 


TRAY-NO. 153 


9 
| 
on, FRIGEE-MAID 
ICE BOX COOKIE 
MOLDS 
NO. 131 


ae 
501 Kane St. BARABOO, WIS. 


WRITE FOR CATALOG 





The artwork that reproduces 
texture and detail on any kind of 


paper by any printing process. 





>nt—Bowman Dairy Co 
Agency—J. Walter Thompson Company 


Send us this ad clipped to your 
letterhead to receive our free 


portfolio of engravings on wood, 
SANDER ENGRAVING CO. 
542 S. Dearborn, Chicago 5, HA 7-2082 


The lt orld’s Largest Vakers 


of Engravings on Wood 


New Publicity Program 
Sells Theme for Assn. 


Our trade association had a mes- 
sage about our industry that needed 
publicizing. But we were having 
trouble in getting it told to the pub- 
lic thoroughly enough to make an 
impression. 

We decided to retain Bishop & 
Associates, Los Angeles public re- 
lations firm, to help with the job 
Jointly we developed a theme—“Op- 
portunity”’—and emphasized it in 
every news release. Our field of cov- 
erage included business papers, dai- 
lies, weeklies and other area news 
media. 

Wheneve1 


involving 


we have a news story 
specific individuals, we 
start out with a lead paragraph giv- 
ing the name of the person who had 
done 


firm, 


something newsworthy, his 


home address, a 


statement 
carrying the association name, presi- 
dent or general manager’s name and 
the theme. 

Results from our clipping service 
indicate we are getting 80 
ment in 


place- 
neighborhood stories—all 
with the selected theme. This helps 
in recruiting apprentices to print- 
ing, getting new members and keep- 
ing current members happy 

HeNrY HENNEBERG 

General Manager, Printing 
Los Angeles 


Industries Assn., 


Artist Solves Problem 
Of Knocking over Water 


Knocking over my water containe! 
was a regular occurence until I solved 
the problem by using the bottom of 
a glass double boiler and cutting a 
hole in the top of the taboret in 
which to set it 


The glass has a lip 
which rests on the edge of the cut- 
out, thus keeping the water spill- 
proof, handy and out of the way 
Frep C. SCHWICARDI 
Hickok Studios, Chicago 


ART OEPT. 





This ain't nearly as lucrative a corner 
as | had anticipated!’ 












77) 49 O98 W2/H2 


45 a0nlre @ Ose 


ET a A A RA 
noms ‘SOMA Va 


008-8 MORO 


Double Purpose Forms 


Cut Inventory Problem 


Our business was originally estab 


lished as a service business ex 
clusively and operated under the 


Then we began lig 


manufacturing and decided to 


corporate a trade name, both end 





of the business operating from tl} 
Same address 

Naturally we used two sets o 
stationery and business forms ane 


from there on it became increasing 


ly difficult to determine the amount 
of printing to be produced unde 
each name. It seemed that we a 
Ways had too mucn stationery ot o1 
kind and not enough of the othe 

To solve this problen we designer 
a dual purpose form which carrie 
both names one at eacn end. Nov 
we can print any quantity desire 
and by simply trimming off the en 
not needed we Keep yu nvento 
of these forms in balance 

This idea, we have founda Sp 
tical for invoices, statements, 1 
heads, department forms, and 
some cases can also be develope 


for letterheads 
M A JACOBSON 
Majo. Services, Chicago 


Scotch Tape Tab Makes 
Simple Package Opener 


In submitting large proofs, layouts 
ete. to our clients for approval, we 
frequently find it necessary to wrap 
them in such a way that the client 
can readily open the package, ther 
re-close it and get it back to ow 


office 


The big problem is how to seal 


Advertising Requirements 


ne pat ke 





cross 1S 


1. Wrap 


Vay, seal 
nd flap 
2, Just 


mall pa 
vackage 
an be 
lependit 
3. Now 
Scotch 


nd pro 


he package. The best way I'v m coarse screen background drawn up 
ross is this and printed on glossy paper for 
1. Wrap the package in th | pasting on our artwork 
sealing all openings except ont JOHN WaApDDINGHAM 
se nd flap Promotion Art Director, The 
- Just below tne open flap ¢ rego? Journ l Portland 


nall patch of Scotcn tape 


The | Photocopying Unit Solves 


Duplicate Layout Problem 


the basic problems in the 
medium sized advertisins 
making duplicate layouts 

and production depart- 


1 thn 


Are You Paying 
for Engravings? 


J ( \ < veiyv inexpensl\y 
Vaster Drawings Are a ee 


enc \rtists’ Time-Savers Production Manager, 
t N. Scheer Advertisir 


Newark \ 


is | teororteem orcom ane nae | NS ALY go GRUBB & CO. 
e - ENGRAVERS 


ther w ape | - Artists* Photographers 
oul Jsing the e in Iple, W hac don't care what the client says CHAMPAIGN, ILLINOIS 


| just won't do it! 
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When you choose...when vou use 


PRINTING PAPERS 
...performance records make the difference! 


rpyopay you can select St. Regis Papers from lithographers are the basis on which St. Regis 
| the stocks of representative Paper Merchants presents each of its grades. 

in major cities. They offer a wide range of Big and little plants are getting excellent re 
performance-proved printing papers .. . so sults with St. Regis Printing Papers ... under 
that an ideal sheet is available for just about conditions similar to those applying to the job 
every type of work. Whether it be a house you are specifying or estimating or producing. 
magazine, a folded broadside. a full-color book Let the whole industry's experience help you 
let or a simple envelope stuffer ... pick the get the best out of printing papers. 

paper on ifs record! Check with the St. Regis Paper Merchant for 


Factual data from well-known printers and every performance-proved grade you need. 


St. Regis papers are manufactured by St. Regis 
Paper Company, one of America’s largest paper 
manufacturers, with resources ranging from raw 
materials in its own forest preserves to modern 


mills and plants and its own world-wide distribution. 


St. Regis Sales Corporation 


230 Park Avenue. New York 17. N.Y. 
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RECORD 


of the use of 


80 Ib. CELLUGLOSS ENAMEL 


Name of Printer on Request 


RESULTS OBTAINED 


INTANGIBLE 
ADVANTAGES 


ST. REGIS PRINTING 


March, 


1954 


PAPERS 


THE JOB 12 pp. French Fold, Close Register 
Folders. 842" x 11". 4 process colors, 


l gold and | varnish 


QUANTITY OOOO 
ugh Mille I 


SHEET SIZE... .. 


| Cellugloss 
Industry Standards — 
Performance 


Makeready time 


1,823 impressions 


pernr 


Ti. ippearan 

character to the 

is the result of a long 

resiliency simplihes 

Due to its special manufacturit 
has a uniform density which pe 
tone value to reproduce 


CELLUGLOSS Is al ink save 


Mill data will be furnished 


{RE BACKED BY PERFORMANCE RECORDS 





Aalwerrtisinngy ow Hequirements 


Onchids Oo the 


Artists 


Associated Graphic Productions 
Fleming Brown 
Charles Egri 

Girard Goodenow 
Grant-Jacoby Studios 
Lester H. Greer Inc. 
Harrison-Landauer 
Hubbard Studios 
Max Johnson 

Roy Kern 

Ernest E. Koeppel 
Lyons & Hegeman 
Lindell Mabrey 

Russ Miller 

Bill Morey 

P. M. Pelz 

Henry Tallis 

Norm Ubrich Studios 


Electrotypers 


Ace Electrotype Co. 

J. T. Buntin 

The Cresset Co. 

Lake Shore Electrotype Co. 
A. W. Harrison & Sons 
Progressive Electrotyping Co. 
Simpson Bevans 

R. P. Electrotype Co. 

The Rapid Electrotype Co. 
Reilly Electrotype Co. Inc. 
Rockford Illustrating Co. 
United Electrotype Co. 


>Dr> 


Paper Supply Houses 


Chicago Cardboard Co. 
Garrett-Buchanan 

Forest Paper Co. 

Linde Paper Co. 

Royal Paper Corp. 
Taylor Paper Co. of Okla. 


»>r> 


Photo Reproduction Services 


Dahms Photo Print Co. 
Graphic Arts Engraving Co. 
Key Photo Service 

Merit Studios Inc. 


Moss Photo Services Inc. Ne 


Photo Print Service 
Precision Photo Copy Co. 


20 











AR presents. the sixth in its series of salut 


nation’s favorite advertising suppliers 


who have been recommended by AR reader ince 
issue went to pre 


the February 


Photographers 


Barclay Photo Co. 
Blakeslee & Lane Inc. 
Chicago Photographers 
Commercial Illustrators Inc. 
Crescent Studios 

Herbert Bruce Cross 

Ted Danielski 

d' Arazien-Scott 

Edward D. Hipple 

Klein's North Shore Studios 
Loulen Studio 

J. Herbert Melford 

Mettee Studios 
Montgomery Studios 

John Moser Studios 

J. H. Schaefer & Son 
Tri-Color Studios 

Al Waks Studios 

H. I. Williams 

Zacker Studio 


>rm> 
Engravers 


Art Photo Engraving Co. Inc. 
Blackhawk Engraving Co. 
Capitol Engraving 

Chicago Photographers 
Collard & Son 

Concord Photo Engraving 
Empire Photo Engravers Inc. 
Knapp Engraving Co. 
Premier Engraving Co. 
Publicity Engravers Inc. 
Rockford Illustrating Co. 
Rogers Engraving Co. 

Tri Color Studios 

White Engraving Co. Inc. 
Zacker Studios 


>rm> 
Typographers 


Federal Typesetting Co. 
Logan Square Typesetting 
Loheide-Caswell Co. 
Mercury Typesetting Co. 
Maran Printing Co. 
Reliance Typesetting 
Sansom Co. 

J. L. Stearns 

Wagners Printers 

Jay P. Walk 

Wilber Typographers 








hows tI 


Printers 


Aberdeen Press 

American Printers & Lithographers 
American Typesetting Corp. 
Aurora Mid-West Printers Inc. 
Alco Printing & Paper Box Co. 
Baker-Britt Corp. 

Busch & Schmitt Inc. 
Case-Hoyt Corp. 

Castle Press 

Caxton Press 

Coyne & Co. 

Dery Press 

Excello Press 

Franklin Printing Co. 

The Garfield Corp. 

A. Hoen & Co. 

Jackson Press 
Knowlton-Washburn 

Logan Printing Co. 

L. & M. Printing Co. 

George F. McKiernan 
Meehan-Tooker Co. 

Millar Publishing Co. 
McCormick & Henderson 
Parish Press 

E. F. Palmer Co. 

The Plantin Press 
Publishers Offset Co. 
Rumford Press 

Clarence Sallberg 

Shattock & McKay 

Shaw Printing Co. 

Oscar T. Smith & Son Co. 
Terminal Offset 

Rayner Lithographing Co. 
Weldon Williams & Lick 
Westlake Press 


>Dr> 





Display Producers 


Allison Studio 

Maurice Blouin 

Carter & Galantin 

Display Creators 

Display House 

George Horndasch 

Frank Mayer & Associates 


>r> 


Entertainment Agencies 


Alexander Haas 
National Entertainment Agcy 
James A. Roberts Agency 
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GIVE A CASE OF BEER 
FOR CHRISTMAS 


A perect ? 
Christmas Wrapped One, 
f 





PACKAGING MATERIALS 


ee ee ee eC) 





This insert lithographe Milp? General Offices, Milwaukee, Wisconsin 


; Sales Offices in Principal Cities 
nts 





Printed Cellophane, Pliofilm, Polyethylene, Acetate Glassine, Foils, Folding Cartons, Bags, Lithographed Displays, Printed Promotional Material 








Burglary insurance covers this risk... 


but only 
REILLY 


gives you 
“reproduction” 
assurance 

that protects 


your advertising 


dollars py 


Burglary alarms and night watchmen are no assur- 


ance you won't be robbed—hence burglary insur- WHY REILLY ELECTROTYPES ASSURE 
ance. Modern presses, good paper and ink are also THE BEST REPRODUCTION 


no assurance your product won't be poorly repro- 
duced in magazines—hence Reilly Electrotype re- 


production assurance. e 


@® Exclusive Vinylite molding assures utmost fidel 
ity down to the smallest detail 


Precision Pressure casting (for flatbed press) elim 
; inates damage and distortion resulting from plate 
With Reilly Electrotypes, your product is assured the backine by hand 


best possible showing in print. So why rob yourself Precision Centrifugal Casting (for cylinder press 


of selling impact...why lose the value of your curves and backs plates by a special process to 


. — insure uniform size 
initial advertising outlay with inferior plates? Why 


hi | Unique check-control system incorporates teams 
_ » ve lec > > . 
when you can get this electrotype reproduction of seasoned finishers and other specialists to 


assurance for just a few cents more than you'd pay cover every phase of production 


for the most ordinary electro. 





YOU CAN REALLY RELY ON 


Other Div n f Electrographic Corporation: American Electrotype, San Francisco; Advance- Independent Electrotype, Indianapolis; Lake Shore El 


Reilly ELECTROTYPE 


NEW YORK 


e Electrotype, 


Chicago; Michigan Electrotype, Detroit; New Haven Electrotype, New Haven; Reilly Plastictype, Los Angeles; The Wrigley Company, Atlanta 
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Tw ears ago in the office of M 

— Doft, president of Princeton Knit- 
ting Mills, Ted Kaufmann, account 

executive for Princeton’s agency 

st came up with the idea f 4 CO- 

perative prograr which wou 

ide da VM asn I ~ mat I ne ry 

acture as We Ss various @2 ¢ 

anutacturers who Ww ild use at 
endorse these ( chine-wash- 

ble fabrics. This, t Knowledge 

vould be the first fashion ca ¢ 

tnat v“ lid ( ae I t o! the 

manulacturer ol the prk a tne 

Princeton Mills arranged a tie-in garment, but also a manufacture 

with Bendix and scored an advertising success. f a household appliance whic! 

ictually had no relation with the 

fashion field. We, therefore, had n 

By Samuel B. Silverman development, a product of years of ge aids aii Ny es 

Director of Sales research and experimentation by pee Pe en ee ee a 

Princeton Kaittina Mille Princeton, in cooperation with du 

Pont, now needed to be advertised > Our first step was to contact an ap 
r Two years ago, Princeton Knitting and fully exploited in an educational pliance manufacturer. Naturally, it 
Mills perfected the knitting of Orlon campaign so that the consumer and would have to be to a big manufac- 
into machine-washable fabrics for the trade would benefit completely turer, one whose name was recog- 
= garments never before washable from the development of these new nized and respected by the public 
coats, blankets, bathrobes, etc. This “miracle” fabrics Bill MacDonough, director of adver- 
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tising and merchandising of Bendix 
Home Appliances, division of Avco 
Mfg. Co., carefully studied the pro- 
posed campaign, and saw great po- 
tential in it. His opinion was readily 
backed by Parker H. Ericksen, Avco 
vice president and general manage1 
of home appliances, and Lee Ballard, 
consumer relations manager fo! 
3endix 

Since these machine-washable 
garments (coats, robes, etc.) were 
such a radically new development 
in the fabric field, Bendix felt it 
necessary to test all fabrics manu- 
factured by Princeton, as well as the 
complete garment. This meant that 
all our fabrics would have to under- 
go washability tests conducted in 
Bendix’s own laboratories. These 
tests, which included a lengthy series 
of washings in Bendix washer-drye1 
combinations, proved beyond any 
doubt that Princeton’s fabrics were 
completely machine-washable. Ben- 
dix agreed to give us their Seal of 
Approval, and cooperate in the cam- 
paign 

The first step in our promotion 
was completed. We now had to line 
up the top garment manufacturers 
to go along with us in an advertising 
campaign, and thus set an example 
for the rest of the industry to follow 


> Nathan Fein Advertising, New 
York, our agency, took the ball from 
here. Ted Kaufmann, whose original 
suggestion started the promotion 
rolling two years ago, informed 
numerous garment manufacturers of 
the new promotion and asked for 
their willingness to cooperate 
Shortly after his original contacts 
were made, ten manufacturers read- 
ily agreed to cooperate These 





manufacturers, leaders in their field, 
were nationally known names and 
included Halldon Ltd., Sandra, Leeds 
Ltd., Dorothy Hubbs, Colleen Orig- 
inals, Junior Sophisticates, Dorian, 
Greencrest, Tidykins, and Hanora 
Fabrics 


It was decided that for maximum 
benefit for all participants in the 
campaign there must be a “continu- 
ity of idea.” In other words, one 
thought would be the dominant fea- 
ture in all our ads wherever they 
ran. Naturally, this thought would 
be the washability feature, and 
would be incorporated in a headline 
along with the name of the manu- 
facturer and the name of the fabric 
itself. Dummy ads were created by 
Nathan Fein Advertising, and sent 
out to the individual manufacturers 
for their okay. The layout, done by 
Stan Bernstein, and copy by Marty 
Silver, was immediately okayed by 
all manufacturers. 

We timed the opening shots of our 


promotion to coincide with the big 


fall selling season. The _ kick-off 





Citation Princeton President Doft pre 
ents a citation to Bendix Ad Director Ma 
Donough for service to the textile industry 





vidual manutacturer the 

came on Aug. 26 with a four-page 
color insert in Women’s Wear Dail 
This insert included a dramatic a1 
nouncement and complete descrip 
It informec 


the trade of the benefits of the ne\ 


tion of the promotion 


revolutionary fabrics, tie-in sugges 
tions, and manufacturers already 
participating. This ad, we felt cer- 
tain, would create a great “noise’ 
in the trade. However, we did not 
rely solely on this insert to carry 
the kick-off for us. We arranged 
through Hill & Knowlton, public re- 
lations counsel for Bendix, a unique 
champagne breakfast-fashion show 
at the Waldorf-Astoria on the day 
preceding our announcement. So 
novel was this champagne breakfast 
that we even had to show the ex- 
perts at the Waldorf how we wanted 
the breakfast to be run. We had, it 


seemed, created a brand new kind 


of press party 


> Now came our big job the 
actual consumer campaign. The se- 
lection of media was left entirely up 
to the garment manufacturers to be 
chosen according to their individual 
needs. The only “musts” in the ad 
were the headline thought that the 
garment could be washed and dried 
in a Bendix and an illustration of 
the Bendix machine. Including the 
Bendix machine, incidentally, was a 
revolutionary idea in fashion adver- 
tising. Since these ads were to be 
included in high fashion magazines 
(Charm, Glamour, ete.) a photo- 
graph of the washing machine would 


be a great stoppe! A typical con- 
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sumer headline would read as fol- American Fabrics magazine. This ad 
ows: “Just imagine, my Orlon stressed a “before and after” ap- 


Fleece Halldon Coat can be washed proach, showing an actual machine- Reprints 
ind dried in a Bendix.” In this way washed swatch 


we gave all participants full credit We also reminded stores to set 
n the ad: The manufacturer, Ben- up their own washing machine-fash- 


lix, and Princeton Fabrics ion shows. These would demonstrate 
The complicated schedule, which { customers right at the store le\ 


The following reprints of feature 
articles which have appeared in 


a vel Advertising Requirements are now 
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so that the first ad would break on such washable fabrics. Any stores 
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THE FINEST MEDIUMS OF THEIR KIND IN THE WORLD 


CRAFIONE - YOU WIN! 


The lightning-fast way to use Ben-day! 248 individual patterns! Processed or 
adhesive-backed, thin gauge, matt-finish acetate for better, cleaner NON-GLARE 
reproduction. Perfect for quick-shading artwork for newspaper reproduction, direc 
mail pieces, posters, maps, graphs, technical drawings, silk-screen process work 
Standard (black) .. . and reverse patterns (white). Just strip it on... burnish it 
down...and you see striking effects in art... right at the start! FREE Craf-Tone 


pattern chart available at your Craftint dealer, or write direct. 


SS 
CRAFIVPE - vou win: 
Alphabets ... Numerals .. . Symbols... in all popular styles and type sizes! Or 
transparent, self-adhering sheets. Just place... burnish down... that’s all! For 
smash headlines, for curving type, for every conceivable use and effect. Eliminate 
expensive typesetting and artwork lettering! Speeds copy preparation... save 
money for artists, designers, draftsmen, map and chart makers, layout and pro 
duction men! On matt-finish transparent sheets for better, cleaner, NON-GLARE 


reproduction! FREE pattern chart at your Craftint dealer, or write direct. 


Crattint 


THE CRAFTINT MANUFACTURING CO. 
1615 Collamer Ave. * Cleveland 10, Ohio 
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Second in a series 


ADVERTISING COPYRIGHTS 


_.. Classifications of art 


AR presents the second in its series of articles 
explaining the application of copyrights te 


the various phases of advertising. 


By Robert J. Burton 


} 
mosaics, Carvings and Statuary 
stone or metal, not generally sus- 
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We shall find that copyright pro- 
tection for articles of manufacture, 
essentially utilitarian rather than 
ornamental in nature, is by no means 
certain. Mr. Howell’s classifications 
highlight the necessity for clearly 
understanding the distinction be- 
tween protection for ornamentation 
as such and protection of a utilitar- 
ian object with respect to which 
ornamentation is incidental 


> A number of recent decisions il- 
lustrate this difficulty. In Fulmer \v 
U.S. (103 Fed Supp 1021, 1952), the 
plaintiff copyrighted a design show- 
ing irregular curved lines painted on 
a parachute. The government then 
proceeded to manufacture para- 
chutes painted in a similar manner 
for camouflage purposes without 
permission from the plaintiff. In an 
action against the government, the 
Court of Claims held that the gov- 
ernment was not guilty of infringe- 


ment; that the plaintiff's copyright 
only protected “the exclusive right 


to reproduce the design as an artis- 
tic figure” and would not extend to 
the reproduction of the design for 
utilitarian purposes 

Yet in a case decided by anothe: 
federal court just a year earlier, a 
contrary decision seems to have been 
reached. In William A. Meier Glass 
Co. v. Anchor Hock ng Glass Corp 
(95 Fed Supp 264), the plaintiff had 
conceived a novel loop design for 
glassware. The plaintiff showed sam- 
ples of it to a group of glass manu- 
facturers and at least one of them 
apparently copied the design. The 
court upheld the plaintiff's common 
law copyright and stated that it pro- 
tected his design until the plaintiff 
actually marketed the glasses 

This latter case would seem to in- 
dicate clearly that protection tor ar- 
tistic design is available until it is 
applied to a utilitarian object. In a 
number of cases dealing with the 
textile field the courts have indi- 
cated that where a design is primarl- 

intended for reproduction on tex- 
tiles, and protection is sought under 
the Copyright Law on the basis of 
its use on textiles, such protection 
would be denied (Kemp & Bentley 
Inc. v. Hirsch, 43 Fed 2nd 291) 


> In Verney Corp. v. Rose Fabric 
Convertor Corp. (87 Fed Supp 802), 
a copyrighted design was used on a 
dress fabric. In holding for the de- 


fendant, the court first po nted out 





that no copyright notice appeared on 
the fabric and that, therefore, the 
copyright would be invalid for fail- 
ure to print a notice. The court went 
on, however, to indicate that even if 
a proper copyright notice had ap- 
peared on the textile, the copyright 
of the design “when so used on fab- 
rics and dresses” was invalid. The 
opinion would seem to indicate that 
the copyright for the purpose o! re- 
producing the design in an adver- 
tisement would be valid, but that the 
copyright protection would not ex- 
tend to the actual use of the design 
“as a part of the merchandise itself.” 

Mr. Howell further points out, 
however, that in the light of the de- 
sign patent statute, which provides 
protection for new, original and or- 
namental designs for articles of 
manufacture, one should bear in 
mind the necessity of determining 
whether or not the object is a work 
of art in the copyright sense or in 
the design patent sense. The best 
test to apply is whether the purpose 
of the object is primarily ornamental. 
in which case the Copyright Law 
will apply, or whether the object is 
primarily designed for a useful pur- 
pose, in which case protection should 
be sought under the design patent 
law. We shall discuss the funda- 
mental distinction in 


greater detail 


+ 


iailel 





> Class (H) Rep ‘oductions of 
vork of art 

This rather limited class refers to 
reproductions ot an existing work 
of art, whether itself copyrighted o1 
n the public domain, in the same o1 

different medium of expression. In 
other words, an etching, painting, 
engraving, photograph or piece of 
sculpture, which itself is a reproduc- 
tion of an earlier work of art, may 


be the subject of a separate copy- 


There are a number of borderline 
situations which perhaps make the 
distinction between Class (G) and 
Class (H) somewhat hazy How- 


ever, since the selection of a partic 


ular class for registration purpose 


f 


does not affect the validity of a copy- 
right in the event that the selection 
s erroneous, the most reasonable ap- 
proach is to restrict Class (H) to 
works of art which have as thei 
primary commercial purpose the ll 
sale as reproductions of a_ prion 


ork 


An interesting example of th 
copyrightability of reproductions « 
a work of art is found in a recer 
significant case in New York. In Be 
v. Catalda (181 Fed 2nd 99, 1951) 
the questions before the court in 
volved the copyrightability of 
group of mezzotints. The mezzotint 
involved the normal process of er 
graving on a metal plate in whicl 
the primary skill is that of the han 
in making the cuts. The subject mat 
ter in the Catalda case consisted « 
pictures which were conceded to be 
in the public domain, and it w 
agreed by the plaintiff that his copy 
right was based entirel 
chanical ability, which was involve: 
in transferring the picture to the 
plates To. reproduct on. The co 
held that the mezzotints, a 
not intended to be new or origina 
were copy! ightable without the nee« 


of any artistic contribution beyor 





the technical skill nvoivea I tne 
preparatio! I the plate 
— eo’ 

\ Gd an 

eo A 

ee 

oa 
> Class (1) D oO 
Lo 3S OF < SCilé ( ( echnu 


character 


Very little need be said about th 


] Yy < + 
classification beyond pointing ou 
that it applies to tecnnical and ar- 

. grant 
chitectural drawings and_ graphi 


charts which do not come within the 


iormal mea 





ot art The property 


the skill of the scientist. architect o1 


protec ted is 


chart—maker in conveying technical 
information intended either to In- 
form or instruct. but certainly not 


to decorate 

The important question which 
arises in connection with this c 

} + ‘ 

gory relates to the extent to which 
the actual object. made from a draw- 
ing of scientific or tecnnical cnarac- 
t tsel I t t pvright 

er, 1S itsell subject to copyrign 


In discussing the whole question 


of three-dimensional ntringement 
; “a ; 
of works of art, we Will find that 


certain types o! tnree -dimensional 
works, such as a doll patterned 
f 


alter a copyrighted Betty Boop car- 


toon, may be regarded as infringe- 


va nirins 


ments 


> In a rather interesting case which 
was tried a decade ago (Muller \ 
Triborough Bridge Authority, 43 
N.Y. Supp 298), a New York court 
held that the copyright secured on 
drawings for the construction of a 


novel approach to a bridge did not 
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revent the defendant from freely 
ising the same system of traffic con- 
rol in the construction of a bridge 
pproach 

The court said Even if it were 
ssumed that the defendant actually 
ised plaintiff's copyrighted drawing 
n designing and construction of the 
ylanned approat h 
vould be W 


Furthe1 


yrignt was Clalme< 


1S The court 


1 of a build- 
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(245 Fed 113), the court pointed out 
that the fact that the photographe1 
arranged the group, the posing, and 
other details of the photograph so as 
to produce an artistic and pleasing 
picture was sufficient to sustain a 
copyright for such a photograph. The 


principle has been reite 


later cases suc h as Pagano \ 
Co. (234 Fed 963): Gross 
gman (212 Fed 930) 
Mutoscope & siograph Co 
‘o. (137 Fed 
s Circulk 
Co 


Manufact 


ce. ¥ Keystone P b (274 Fed 

932), the court apparently took 

further step forward by sta 
photographs 


regard t 


Picton ial 


or most “slick paper” period 


illustrations, 
istrating, are clearly works « 
and should be protected as sucn 

g up a separate category 
pictorial illustrations,” it is appare) 
that Congress wanted to extend pro- 
tection to certain types pictorial 
istrations not normally re 
“fine art” 


includes ill 


s objects of merchai 











Ball points out that a trademark is a 
design or symbol affixed to an article 
of manufacture in order to distin- 
guish it from other articles of the 
same general nature. Trademarks 
exist only in connection with actual 
manufacture and use. Mr. Ball goes 
on to point out that a commercial 
print or label, however, is not in- 
tended to accomplish any such pur- 
pose. Rather, it is used for a decora- 
tive or informative purpose. He notes 
that in order to be eligible for regis- 
tration under the Copyright Law, 
prints or labels used for articles of 
merchandise must possess some val- 
ue as compositions, at least to the 
extent of serving some purpose other 
than that of merely advertising or 
designating the articles to which they 
are attached. 

In a circular issued by the Copy- 
right Office in 1941 (Circular No. 46) 
prints and labels are thus defined: 


1. The term “print” as used in the said 
Act, may be defined as an artistic work with 
or without accompanying text matter, pub- 
lished in a periodical or separately, used 
in connection with the sale or advertise- 
ment of an article or articles of merchan- 
dise. A single sheet containing pictures of 
various articles of merchandise would be 
registrable as a print, even though folded 


one or more times 


2. The term “label” may be defined as 


an artistic and/or literary work, impressed 
or stamped directly upon the article of 
merchandise or upon a piece of paper or 
other material to be attached in any man- 
ner to articles of merchandise or to bot- 
tles, boxes or other containers thereof, to 
indicate the nature of the goods 


In actual practice it is suggested 
that marks or designs used as com- 
mercial labels be made the subject 
matter of copyright and also that, 
to the extent that the mark or label 
is actually used in connection with 
an article of commerce, appropriate 
trademark protection be further 
secured 


> All of us are, of course, thoroughly 
familiar with Elsie, the famous Bor- 
den cow. It is interesting to observe 
that on all Borden containers and 
other wrappers featuring a picture 
of Elsie, the containers and wrap- 
pings contain both a copyright notice 
and a trademark registration notice 
in accordance with Federal trade- 
mark legislation. In other words, we 
have here a clear case where pro- 
tection is sought for the picture as 


30 





a copyrighted work of art, as well as 
for the picture as a trademark of 
the Borden products. 

The copyright protection of marks 
and labels, in a sense, is a legitimate 
extension of the earlier protection 
granted to pictorial illustrations of 
a basically commercial character. 
However, if a copyrighted label is 
actually affixed to an article of com- 
merce, and if this label is infringed 
by a similar label appearing on an- 
other article of like nature, the ag- 
grieved party cannot, within the 
boundaries of the Copyright Act, se- 
cure the full remedy that he needs. 
Although the copyright owner could 
prevent the use of the infringing 
label, he would have to invoke the 
protection, not only of the law of 
trademarks, but also of the common 
law of unfair competition, in order 
to prevent the distribution of the 
competing product and to recover 
such damages as he might have sus- 
tained as a result of the palming off 
of the competing product, as dis- 
tinguished merely from the use of 
the infringing label. 

Finally, it is important to note 
that the artistic standards necessary 
to secure protection of a label are 
the same as we have found in other 
categories. The only limitation is 
that if the label contains no art, but 
merely lettering, then it might be 
preferable to secure a copyright of 
the words appearing on the label, as 
a book. The courts undoubtedly do 
require some element of artistic de- 
sign as distinguished from mere let- 
tering (Forstmann Woolen Co. y 
J. W. Mays, 89 F Supp 964; Gries- 
dieck Western Brewery Co. v. Peo- 
ples Brewing Co., 56 F Supp 600) 


44 

Mr. Burton discusses minimum 

Next standards of creative artistry 
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necessary to secure copyrights 





“This new disposal unit is guaranteed to 
remove anything undesirable . . . ulp!!’’ 











Expect 1,000 Exhibitors 
For Sales Aids Show 


Some 1,000 exhibitofs are expecte 
to take advantage of the 15,00 
square feet of exhibit space at th 
Sales Aids Show, sponsored by th 
Advertising Trades Institute Inc. i 
the Biltmore Hotel (New York 
May 10-12. 

The show, designed as a show 
case and market-place for advertis 
ing aids, wili : ature visual aids, dis 
plays, premiums, advertising special- 
ties, graphic arts, sales presentations 
packaging and incentives, to nam 
but a few. 

The show is considered a supple- 
ment to last year’s successful Adver- 
tising Essentials Show, sponsored by 
the same group, which was attended 
by 9,700 sales directors, sales pro- 
motion managers, merchandising and 
display directors, advertising man- 
agers and agency executives. A fold- 
er describing the show is available 


GPO Distributes New 
Word Division Manual 


The Government Printing Office 
(Washington) has issued a new 
word division manual as a supple- 
ment to the widely used GPO style 
manual. Many of the usual errors in 
breaking a word at the end of a line 
are discussed in an _ introduction 
General rules for division are listed 
plus 120 pages of commonly used 
words showing their proper break- 
age. 

The paper-bound, pocket-size 
manual is available for 35 cents 
from the Superintendent of Docu- 
ments, Government Printing Of- 
fice, Washington =< 


Publish Marketing Book 


A new survey of today’s market- 
ing research practices, conducted 
and compiled by Richard D. Crisp 
has been published by American 
Management Assn. (New York) 
Titled “Company Practices in Mar- 
keting Research,” the study was 
conducted last year among 180 AMA 
member companies. One of the re- 
sults indicated that present day 
methods of determining sales po- 
tentials is the weakest area in mar- 
keting. 

Mr. Crisp is director of marketing 
research for Tatham-Laird Inc. and 
a lecturer in marketing at North- 
western University. The book is 
priced at $2.50 to non-AMA mem- 
bers and $1.75 for members 44 
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Fluorescent Colors 


... advertising’s new look 


By Dick Hodgson 
AR Managing Editor 


There’s a strong probability 
advertising is going to be 
in 1954. This “new look,” 
already IS be coming 
evident, is the result of major ¢ 
velopments in the field of fluores- 
cent printing 

Fluorescent colors are not new 
They reportedly date back to ancient 
China. Rapid developments in the 
graphic arts industry, however, have 
brought fluorescence into a position 
where it likely will become an ex- 
tremely important factor in advertis- 
ing production 

Probably the most important 
factor in the present high degree of 
interest is the vast improvement in 
fluorescent printing inks. To date, 
most fluorescent printed material 
has been produced by screen process 
The main reason back of this situa- 
tion was that an extremely heavy 
ink layer was required to achieve 
the degree of fluorescence desired 


and to give stability of colors 
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> But, from all indications, present 
ink developments make it possible 
to produce excellent fluorescent 
colors by any major printing process 

letterpress, offset, gravure, flexog- 
raphy, screen process. New inks are 
also adapted to print on most any 
kind of paper stock 

There is also another \ 
portant side of the picture 
with regular inks on _ fluorescent 
paper and card stock. Some of the 
most outstanding fluorescent adver- 
tising pieces produced thus far have 
used this method 

All luminous colors are not fluo- 
rescent. The three most important 
types of fluorescent materials can 
be roughly classified as 
1. Phosphorescent 
light and glowing in the dark 
>. Black light fluorescent i acti- 
vated by ultra-violet energy 
Ss. Daylight fluorescent ... glowing 
in both natural and artificial light, 
as well as black light 

It is the daylight fluorescent ma- 
terials which are best adapted to 
advertising purposes. Daylight fluo- 


absorbing 


nt colors not only 
1 ] } } . ss 
put also emit light whicn 
waste by transforming 

: . 
invisible, short-wave rays of 
violet light into longe 
ible rays The colors 
several times. brighte 


brightest of ordinary 


> The two leaders in 
ment and promotion of fluorescent 
printing have been Switzer Brothe1 
(Cleveland) and Radiant Color C 
(Oakland, Cal.). 
Under Switzer license, 19 associ 
ated companies manufacture col 
materials with the Day-Glo trade- 
mark 
Sherwin-Williams (Cleveland) 
Dennison Mfg. Co. (Framingham 
Mass.); Interchemical Corp. (New 
York); Crocker, Burbank Papers 
Inc. (Fitchburg, Mass.); Fred’k H 
Levey Co (Chicago); Mid-States 
Gummed Paper Co. (Chicago) 
Kleen-Stik Products Inc. (Chicago) 
(Chicago): 


hese companies includé 


Lawter Chemicals Inc 
American Crayon Co. 
O.); Craftint Mfg. Co. (Cleveland) ; 


(Sandusky, 
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Rayon Processing Co. (Middletown, 
O.); Rexford Paper Co. (Milwau- 
kee): and several foreign firms 

Distribution of Day-Glo color 
products to the graphic arts industry 
has recently been changed to a 
label-license plan which gives any 
purchaser the right to use these 
materials under pertinent Switzer 
patents. However, the Day-Glo 
trademark may be applied to com- 
pleted jobs only by processors who 
hold signed trademark license re- 
quiring compliance with Switzer- 
prescribed standards of fluorescence 
and lightfastness. 


> Radiant’s products carry the trade- 
mark, “Velva-Glo.” The company 
has become particularly well known 
for its Velva-Glo papers, although 
it produces a variety of fluorescent 
products, including cardboards, silk 
screen colors, brushing and spraying 
colors and sign cloth. 

Other graphic arts suppliers have 
been developing fluorescent prod- 
ucts and many of these are now on 
the market. In the ink field, for in- 
stance, many major suppliers are 
producing fluorescent inks for vari- 
ous printing processes. 

Printers, likewise, have been ex- 
perimenting with fluorescence and 
most of the country’s leading shops 
are now well versed in the require- 
ments. Because of certain produc- 
tion factors, it is important for ad- 
vertisers to make sure that their 
printers have developed a “fluores- 
cent know-how” before tackling 
production jobs 


>It is rather difficult to establish 
hard and fast production standards 
for the various types of fluorescent 
printing materials. Not only are such 
“standards” changing rapidly as new 
developments are introduced, but 
the products of different suppliers in 
the field vary considerably. 
Probably the principal reason that 
fluorescent colors are not now in 
wider use is that they are definitely 





limited in lightfastness. Switzer, for 
example, does not recommend its 
Day-Glo colors for any job required 
to withstand exposure to full sum- 
mer sunlight for a period longer 
than 30 days. This 30-day limitation, 
it explains, applies to average out- 
door use in southern latitudes dur- 
ing the summer season. In practical 
service, many Day-Glo posters and 
other outdoor jobs, particularly dur- 
ing the fall, spring and winter sea- 
sons, often retain their distinctive 
fluorescent glow and good color ap- 
pearance for a number of months. 

Indoors, away from direct sun- 
shine, fluorescent colors generally 
last indefinitely. Sunshine, rather 
than light, is their enemy. 

Fluorescent colors seem to glow 
with extra brightness in the dim 
periods of the day, soon after dawn 
and at dusk. Because of this phe- 
nomenon, the colors offer their high- 
est relative visibility at those periods 
of the day which coincide with rush 
street and highway traffic 


> Screen process printing was the 
first commercial method of applying 
fluorescent colors for advertising and 
is still the most popular and practical 
means for producing many types of 
jobs. This is because the process 
can deposit the heavy ink layer 
desirable for maximum fluorescence 
and lightfastness. Switzer, for ex- 
ample, recommends a color film of 
from 1.75 to 2 one-thousandths of 
an inch for outdoor jobs. 

The colors are brightest when ap- 
plied to a clean white surface, re- 
gardless of the method of printing. 
For silk-screening, a No. 8 or coarse 
screen is recommended to obtain 
the proper color thickness for out- 
door displays. A No. 10 silk can be 
used for indoor jobs. While two 
impressions of the squeegee former- 
ly were required, new inks permit 
one-iImpression printing 


> Another of the favorite methods 
for producing fluorescence in ad- 








Pioneer Inserts The ads shown abov 
were four of the earliest applicatior 
fluorescent colors for magazine inserts. 7 
first three were printed on fluorescent pape 
while the fourth used three L reen { 


escent colors 


vertising has been through the us¢ 
of Day-Glo and Velva-Glo pape 
and card stock. In both cases, the 
color application is on one side 
Either side is suited, however, t 
printing. Fluorescent papers are als 
available in gummed, blotting and 
pressure-sensitive stoc ks 

Printers find that fluorescent pa- 
pers handle much like any oth 
heavily coated premium paper 
Mervin Lingle of Greenwood Print- 
ers Ltd. (Oakland, Cal.) explains 
“With fluorescent paper, properly 
handled, we have produced some 
extremely striking effects, absolutely 
unattainable with any ordinary pa- 
per stock. We have offset-printed 
a long run-of inserts depicting a 
raging fire. The illustration was 
spectacular, yet we merely used one 
impression with black ink on red 
fluorescent paper. Another job, a 
house organ cover, was offset it 
blue ink on green fluorescent pape 
giving a delightfully delicate effect 
Other jobs by letterpress and litho 
included display streamers, signs, 
postcards and labels 

“We have found it desirable to 
use very opaque inks, adding con- 
siderable proportions of titanium 
oxide where possible. The reason that 
such covering power is needed is to 
prevent the color of the fluorescent 
coating from showing through the 
ink. In selecting colors of ink to use 
on fluorescent coated stock, we al- 
ways urge the use of not only 
opaque inks, but also of inks that 
are either dark or highly contrast- 
ing in color with the coating.” 


> Radiant makes the following rec- 


ommendations to printers using its 
Velva-Glo stock: 
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e Make sure cutter knife is sharp 
Cut papers and cardboards face 
down. 

e Fluorescent coating adds to paper 
weight, hence take off in smallei 
lifts. 

e Print uncoated side first and use 
fast-drying inks to prevent offset 
@ Fold fluorescent paper and card- 
board with the grain 

e Best results are obtained with 
120-line screen for letterpress and 
133-line screen for offset 

@e Use opaque inks in dark, con- 


trasting colors 


> Fluorescent gravure inks have 
been developed for both sheet-fed 
and web-fed presses. Drying speeds 
can be formulated to suit all types 
of gravure presses. For its Day-Glo 
inks, the Fred’k H. Levey Co. rec- 
ommends that two impressions of 
color be used for fine screen etch- 
ings to reach the standard Day-Glo 
gravure strength intensity. How- 
ever, by using a coarse or grain 
screen, it is possible to achieve the 
standard strength with one impres- 
sion 
Good adhesion to cellophane plic 

film, glassine, foil and vinyl! film has 
been obtained with fluorescent grav- 
ure inks, and most paper stoc ks are 
suitable. Care is recommended with 
calendared or flint-glazed papers 
however. With colored stocks of this 
type, an opaque white background 
ink is used to size the sheet below 
the fluorescent colors 


> Probably the greatest interest is 
being shown at present in fluores- 
cent letterpress inks. They are avail- 
able in a wide variety of colors from 
many major ink companies 
Interchemical Corp makes 
following recommendations for 


of its IPI Day-Glo letterpress 


e Printing qual tie: 

of daylight fluorescence varies with 
type of stock used, thickness of ink 
film on the stock and type of illumi- 
nation under which the inks are 
viewed Fluorescence 1S enhanced 
by fluorescent lighting and is even 
more striking if small areas of the 


1 
inks are surrounded with a dark 
] 


contrasting solid color—particularly 
a dull black. Printed results will ap- 
pear to have more fluorescence when 
viewed at a distance and from an 
oblique angle. As with all inks of this 
type, fluorescence of a high degree 
is obtained with ultra-violet (black) 


light 


e Phosphore scence These ink 
must not be confused with phospho- 


rescent inks which glow in the dark 


after being activited by exposure to 


light. Fluorescent inks are entirely 
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different and are visible only when 
exposed to a light source. 


e Stocks . . . You must have the 
right stock to get best results with 
fluorescent inks. A white stock is re- 
quired—the whiter the better. Cast- 
coated stocks give the best results. 
You will get little or no fluorescence 
if you print these inks on dark, rough 
stocks, such as unbleached kraft, 
(Other ink com- 


panies, however, report that they 


jute, news, etc 


have achieved highly satisfactory 
results on darker stocks by use of 


opaque fluorescent inks.) 


e Overprinting ... Any of the fluo- 
rescent letterpress inks can be over- 
printed with another fluorescent let- 
terpress ink as well as with regula 
oil inks and varnishes 


e Transparency All of these 
colors are semi-opaque and should 
not be used where a fully trans- 


parent 


} ] 
InK IS required (As noted 
] ? 
above, there are completely opaque 
1 : 
fluorescent letterpress inkKsS ava 


able from other suppliers.) 


e Drying Drying time can be 


aried to suit your requirements 
f each particular job. Drying char- 
acteristics are about the same as 
those of regula letterpress 


equivalent types 


= Shelf stabil t 


/ 


Reduction of these col 
tints is not rec F 
gment strength is needed 


Extenders 


* ti) > . Y 
Satisfactory fluorescence 


should also be avoided 


e Blending 


used in blending these inks to obtain 


UTA 
AD 


Caution should be 
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intermediate shades since, in certain 
cases, the resultant color will have 
no fluorescence 


@ Permanency None of these 
inks is permanent. Their lightfast- 
ness, on the average, is comparable 
to fugitive Peacock Blue pigment 
They cannot be used where perma- 
nency is required and their purpose 


“throw-away type printing 


> Fluorescent inks have also been 
developed for flexographic presses 
In fluorescent and printing char- 
these inks are similar 


developed fon letterpress 


acteristics 


to those 


Fluorescent inks for offset printing 
are the newest de velopment Pro- 
duction standards have not vet been 

established 

One of the most effective methods 
for applying fluorescent colors is by 
bronzing. Small fluorescent colo: 
particles are distributed on an ad- 
hesive-coated { k. The leader in 
use of this process is W. H. Wilton 
Co. (Chicago}, whose Wil-Glo print- 
ing has been widely used ) 
vertisi 
nits t 


rf fluc 


ng purposes. The method per- 
he printing of a | 
rescence 
Fluorescent flock, 
fabric ends, is also 
adhesive surface, p 
like finish. This is pa 


and colorful since additional 


W 1s obtained 


lirect sunlight 





Super-Bright 
DAY-GLO* 


Commands 
Super-Attention! 


@ DAY-GLO Day- 
light Fluorescent 
Colors — the Brightest 
Colors in the World— 
add stopping power 


and sales impact to 


all your advertising. 


Be bright, 
Use DAY-GLO! 


D4 th ee 


FIRST NAME IN FLUORESCENT COLORS 
4732 St. Clair Ave. + Cleveland 3,Ohio 
IN CANADA: STANDARD SALES COMPANY 
4097 Madison Avenue, Montreal 28, Quebec 


HORECOLOR 


The new, revolutionary 4-color offset 
printing for post cards (size 31x51, 
to 5x7), circulars, brochures and 
other advertising (size 8x11 to 
22x28) in quantities from 1,000 to 
100,000 


OUT eu 
MERC ML Lt bd 


Brilliant! Accurate! Full natural color! 
Produced from a transparency or col- 
ored art. Write for samples and low- 
low prices. 


Shorecolor Representatives wanted 
in Ilinois, Indiana and Wisconsin 


Shorecolor of Illinois 
21 W. Illinois St. Chicago 10, Illinois 


terd & Teyler comes 


te West Hertterd 


Fluorescent Rose Lord & Taylor 
used a single rose with a light touch of 


fluorescent red on the cover of this brochure 


> Because of the growing stable of 
materials available for adding fluo- 
rescence to advertising, it is difficult 
to single out a set of layout stand- 
ards. There are, however, some basic 
guides which should be helpful to 
admen 

When fluorescent colors are used 
for accent or increased attention 
value, simple layouts are recom- 
mended. Broad letters, widely spaced 
against a dark background, show 
off the colors to greatest advantage 

In the field of illustrations, the 
fluorescent colors seem particularly 
well adapted to depict light and heat 
and the luminous color highlights of 
fruits, flowers and landscapes. Some 
of the uses to which fluorescent 
colors have been put include roses 
executed in neon red and daffodils 
in saturn yellow to portray the vivid 
intensity of living flowers; Santa 
Claus in a fluorescent red suit, trim- 
ming a fluorescent green Christmas 
tree; Valentine hearts in neon red 
or fire orange; shamrocks in signal 
green, etc. 


> Due to the high-brightness prop- 
erties of these materials, layout and 
color choice are more important 
than with conventional hues. For 
any area in which fluorescent colors 
are used, dark backgrounds are 
strongly recommended. The darker 
shades of blue, green and brown are 
suitable to provide contrast and en- 
hance the fluorescent glow. In most 
cases, however, some white space 
is desirable, particularly in layouts 
with large type and dark back- 
grounds. 

Gothic type lettering widely 
spaced is most effective. Bold Roman 
and heavy Roman italics have also 


been used with good results. Ultra 
fancy scripts and tall, thin letterin 
closely spaced should be avoidec 

It is generally not advisable t 
attempt to produce straight readin 
matter in small type either witl 
print in fluorescent colors or witl 
conventional printing on a_ soli 
fluorescent background. The extr: 
brightness of the colors interfere 
with comfortable 


uses. 


reading 


- While it may seem paradoxical, i 
is where fluorescent colors have thei: 
greatest limitations that they have 
been most widely used to date—f 
outdoor advertising. 

Fading due to exposure to sun 
light is the biggest handicap ir 
the use of fluorescent colors—the 
brighter and longer the exposure t 
sunlight, the shorter the life of the 
colors. While manufacturers’ spec- 
ifications differ somewhat, the best 
margin of safety seems to be a maxi- 
mum exposure to summer sunlight 
of not more than 30 days 

But, in spite of this limiting facto: 
fluorescent colors on 24-sheet post- 
ers and other outdoor media ar 
constantly growing in popularity. A 
spot check of over 100 outdoor signs 
of various types in 
Chicago locations rec 
fully one-half of the 
at least one fluorescen 


> The list of those 


advertising materials with 


outdoor 
y 

lluores- 
cent colors reads like a directory 


1 aay 


of major advertisers. Among. the 
leaders in the use of sucl 

ing materials are the major 

panies, nearly all of the automobil 
manufacturers, home appliance mak- 


ers, beer companies, de partme nt 
stores, food manufacturers, airlines 
and hundreds of others 


In the majority of cases, the us« 


of fluorescence is generally limited 
to a single element. In some cases 
it is the logo; in others the illustra- 
tion, background or key words in 
the copy 

One of the most startling outdoo1 
uses of fluorescent colors was a fall 
24-sheet poster for Gulf Oil. The 
main illustration was a jack-o-lan- 


Change fo Gulfpride Om 


tern with the eyes, nose and mouth 
seemingly lighted from within by 
the use of glowing colors 

> Esso Standard Oil Co. has been 


using fluorescent colors for three 
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= In our gallery, your color 


spe %\ ee ts copy — transparency or art 
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e be 1 work — is expertly shot for 
: igh 4 reproduction. 
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ig the Combined gravure artistry and 
oe mechanical techniques are app- 
obil lied to your color separations 


for well balanced results. 


Your color advertising copy, more accurately reproduced 
in the correct color temperature, will arouse stronger buy- 
ing response long before the printed benefit is absorbed. 


For, at Acme, your gravure color copy is expertly and 
faithfully reproduced to best demonstrate quality and type 
of merchandise. 
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Now! Your color jobs get extra 
startling attention with SPOT-LITE 
fluorescent printing ink. Electrify- 
ing colors that move readers to in- 
stant action. 



































SPOT-LITE prints as easily as the 
finest transparent inks. Available 
for every printing process. Always 
gives perfect color reproduction. 
GUARANTEED to produce strik- 
ing fluorescence with one printing 
impression at full press speed. 
VIBRANT COLORS ... eas- 
ily controlled to give SPOT- 
LITE attention. SPOT-LITE adds 
motion and exciting interest to 
even the simplest art treatment. 
Write for FREE color book and 
specify SPOT-LITE on your next 



























































































































































OAK LUMINOUS PRODUCTS INC. 
102 King St.,N.Y.14, CH 2-7402 

























NOW NEW COLOR IMPACT WITH 
DAYLIGHT FLUORESCENT INKS 


for letterpress printing. 


WN / 


















































INK OF LIGHT 
INCOLITE is different,—has no rival. Prints 
in ONE IMPRESSION like conventiona 
inks. No special equipment needed 
BE FIRST Write us today for free color 
proofs and quotation, or order trial kit of 
V4 Ib. each of five different colors for $5 00 
colorproofs and quotations included 










2372 W. 7TH ST 
CLEVELAND 13.0 










THE INCO CO 





















































AR’s 21.000 Circulation is 
Hand-Picked for Buying Power 











































































































' Nowhere else can you get such cov 
/F r erage, so carefully tailored and so 
C, prec isely directed to buyers of adver- 
” tising services, materials, equipment, 
Cit supplies 

Get in AR! 
No 




















Starts right off 









on coldest days 


years. Its first use, 


a snipe on its 24- 
sheet posters in February 1951, il- 


lustrates one particularly effective 
use of fluorescence. The snipe, with 
the words, “It’s Anti-stalling,” per- 
mitted an extra plug on a poster that 
had already been lithographed. Al- 
though small by comparison with 
the over-all poster, the use of fluo- 
rescent colors made the special plug 
stand-out. 

Another oil company, Standard Oil 
of Ohio, developed a highly success- 
ful outdoor poster by extensive use 
A long, rakish 
sports car was printed the full width 
of the 


of fluorescent printing. 
poster in fluorescent red- 
orange. The same color was used to 
add emphasis to both the logo and 
the key word 
“If your cai 


“finest” in the copy: 


calls for the finest 
gasoline.” 

The National Bank of Detroit used 
three fluorescent colors effectively 
by applying them to the lights of a 
traffic signal, 
tually lighted. 


making it appear ac- 


> Michigan Bell Telephone Co. put 
emphasis on “Yellow Pages” in 24- 
sheets plugging classified directories 
by printing the letters in fluorescent 
yellow. 

Two of the important re- 
quirements for effective use of fluo- 


most 
rescent colors are illustrated by a 
poster prepared for Fort Pitt bee 
It featured a cool glass of bee) 
dark blue 


against a background, 





with the letters, 
in bold sans serif letters across the 
full width of the poster in fluorescent 
ink. The dark background permitted 
the full brillance of the 
colors, and the broad, widely-spaced 


“Fort Pitt,” printed 


fluorescent 


letters stood out clearly 


> Transportation advertising of all 
types is rapidly taking on a high 
Actually, the 


present fluorescent trend in advertis- 


degree of fluorescence. 


ing got its start in this medium 
The colors made their commercial 
debut in the U.S. on the front of 
all streetcars and busses in Cleve- 
land 


The advertiser was Leisy Brewin 
Co., which used a simple card it 
November, 1948. It was designed by: 
McCann-Erickson and produced by 
Brown & Gage. It read, “Triec 
Leisy’s lately?” The word, “Leisy’s, 
was silk-screened in Day-Glo orang 
against a jet black background. 





This first use of Day-Glo ink set 


off a wave of phone calls to local 


newspapers from people who wanted 
to know what made the color “glow 


like that.” 


> Today fluorescent-p! inted ads are 
common in all forms of transporta- 
tion advertising. Some really out- 
standing fluorescent cards have been 
developed. Most of them use fluo- 
rescent colors chiefly to set-off a 
key word or phrase 

A car card for WMBR (Jackson- 
ville), for instance, features the 
station call letters in 
orange They are 


fluorescent 
outlined in blue 
background 

One of the most startling car cards 


against a yellow 


ever produced was used by Scripto 


pens and pencils in 1952. It was 











ee 


produced in three sizes—84x11” 
42x11” and 22x21”—by Zell Screen- 
Ad Co. (Atlanta). The cards had 


a suede-like background made from 
vellow Day-Glo fluorescent flock 
Not only did the unusual cards 
startle the eye, but they evidently 
invited a feel-test for, when they 
were removed, a large number were 
plainly finger-marked 

Many advertisers 
are using fluorescent car cards. One 
of their “plus” 


other national 
factors is a high de- 
gree of visibility under poor lighting 
conditions. 


> Fluorescent truck 


posters and 
bumper strips are also quite 


mon. Many 


com- 
leading brewing com- 
panies and other national advertis- 
ers, such as Coca-Cola, are 
fluorescent-printed posters on thei 
delivery vehicles 
Bumper with 
adhesive backing have 


using 


strips Kleen-Stik 


proven par- 
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icularly popular. They got their first 
wave of popularity in 1950 elections 
ind were again used by many poli 
icians in the 1952 campaigns 

One of the first major users of these 
bumper strips was the U. S. Marine 
Corps, which purchased many thou- 
sands of strips which said simply, 
‘Join the Marines,” in red Day-Glo 
silk screen ink against a royal blue 
background. The Marines found it 
easy to obtain “public service” space 
mn busses, cabs, truck fleets and 
other vehicles with the strips. In 
fact, Marine recruiters had a hard 
job keeping a supply of the Day-Glo 
strips on hand since their Leather- 
neck buddies constantly borrowed 
a supply to identify their lockers 
suitcases and other gea 

The Marines have also used an 
F Marine 


emblem of fluorescent yellow against 


‘A” sign featuring a huge 


a blue background. The sign has 


turned out to be useful not only 
“A” sign posters, but as a back- 
ground for exhibits, window d 


plays and other uses 


> The field in which probably 

greatest amount ol expansion In 
the use of fluorescence will take 
place in the near future is in pack- 
aging 


ready rapidly being applied to pack- 


Fluorescent printing is al- 


ages, and with new ink developments 
it is highly likely that the next few 


months will see hundreds of 


fluorescent pac kages 
) 


» of the quickest Ways to put 
| nto an old package is 
to print the label on fluo- 
rescent stock. In most cases, present 
cuts or artwork can be used with- 
out change, yet the package takes 
on an entirely new personality 
Most designers seem to believe 
that fluorescent colors should be 
used sparingly to achieve the best 
taste in packaging. However, sev- 
eral firms have used large splashes 
of fluorescence to make their pack- 
ages stand out from others 


> Judging by the uses of fluores- 
cence already applied to packages. 
there is almost no end to the forms it 
may take. One of the earliest uses 
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was for special package sleeves to 


play up special prices or tie-in sales 


One of the earliest users of fluo 
rescent colors in packaging was 
Kennedy Salted Nuts (Arlington 
Mass.). In 1951, Kennedy introduced 
color-coded fluorescent cartons for 
its line of products packaged in glass 
jars. Window-type cartons were silk- 
screened with various fluorescent 
shades. The brilliant colors were 
used as a solid background overlay 
on tops and sides of cartons. This is a 
good example of fluorescence used 
to help introduce a new line of 
products and enable them to compete 
with established products 


Armour & Co. was another of the 
early users of fluorescent colors with 
attention-getting package bands fo1 
ts meat products. The Armour bands 
were produced with Wilglo fluores- 
cent colors bronzed onto the strips 


> Nu-Lite Miracle rug cleaner used 


(black, 
blue and silver) on a red Velva-Glo 


a three-colored overprint 


fluorescent pape! stock for wrap- 
around bands for its packages 
Other effective uses of Velva-Glo 
papers for packaging include a top 
for Lady Lee cottage cheese ove} 


printed in black on Ve llow stock: a 


label for Pabco linoleum rolls silk- 


S¢ reened in black on ceris¢ fluores- 


EYE-CATCHING BRILLIANCE 
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Tes DEALER ACCEPT Xie 3 
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DAZZLING “HOT” COLORS 
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A checklist for buying 
Screen Process Printing 


There are many ways this versatile print- 
ing method can be of service to you in 
your business, Simply check through the 
following nine items next time you order 
a screen process run. They will act as a 
handy reference guide. 

1. Explain clearly the purpose you have 
in mind for the Screen printed piece. 
2. Photographic half-tone screens are 
available and in daily use among com- 
petent Screen printers. It is possible that 
this technique can render a photo-like re- 
production of your copy and art reason- 
ably, even on the smallest of runs. 

3. If a metal display article is to be used 
outdoors, insist the Printer use special 
Weatherproof enamels. These Inks with- 
stand all adverse weather conditions. 


4. Many interesting effects are now possi- 
ble through the alternate use of Gloss and 
Flat inks in Screen Process work. Ask 
your printer to show you samples of jobs 
using this technique; they result is success- 
ful displays that pull! 


5. Screen Process printing lends itself to 
many unusual uses. Promotional messages 
may be printed directly on the products 
themselves and sent to selected buyers, or 
on sheets of wood, metal, or plastic. 


6. Modern press refinements have raised 
the output of even a moderate sized 
Screen Process operation several hundred 
per cent in the past few years. Consult a 
Screen Printer for an estimate on any job 
where art and layout design are important 
factors. 


7. All copy (including art, headline 
areas, and flat color areas) should be 
clearly marked as to treatment. 


8. Screen Printing can be used to print 
new prices, etc. over old in keeping dis- 
play pieces up to date. 

9. Screen Printing, even more than other 
forms of graphic reproduction, delivers 
to the extent of your investment. Be sure 
when ordering to specify the type of ma- 
terials to do a job which will reflect credit 
and competence on you. 


We will be glad to send you, and your 

local Screen Printer a copy of Naz-Dar’s 

big, fully illustrated catalog. It will help 

you in ordering and producing quality 
Screen Process Printing. 


“Business Building” 
Ink by NAZ-DAR 


State 


Address 


| 
| 
| 
| 
} My local Screen Printer's name 
| 
| 
| 
| 


City State_ 


BO ee eee eee eee 


The NAZ-DAR Company 


461 N. Milwaukee Avenve 
Chicago 10, Illinois 





cent paper; and a warning label used 
by Gump’s (San Francisco), with 
“Careful, it’s from Gump’s” out- 
lined with blue on yellow stock. 
Close & Co. was the first to use 


fluorescent packages for candy. 


W. H. Wilton Inc. bronzed Day-Glo 
red and blue slanted vertical stripes 
on white patent coated stock for an 
unusual effect. 


> Fluorescent colors helped a small 
product keep from getting “lost.” 
Champion Dry Coaster Co. (Cin- 
cinnati) silk-screened its product 
name in orange fluorescent letters 
against a black background on pa- 
perboard sleeves used in banding 
eight-unit packages of its coasters. 

A large number of companies are 
already using fluorescent colors on 
shipping cartons. The colors are also 
being applied to carry-out cartons 
for beverages. 

While there is always the possi- 
bility that wide-spread use of fluo- 
rescent colors may destroy some of 
the effectiveness achieved by early 
users, the saturation point seems 
far from reached. 


> Point of purchase displays, too, 
are making good use of fluorescent 
colors. A large number of highly 
effective fluorescent displays have 
been used widely both in the U.S 
and aboard. 

Display uses of fluorescent colors 
are almost limitless. H. J. Heinz 

»., for instance, has used combina- 
tion fluorescent window poster and 
inside display to promote its pickles. 
The piece was offset-printed on 
Crocker Day-Glo green paper by 
Liberty Printing & Lithographing 
Co. (Pittsburgh). 

Smith’s, an Oakland, Cal., depart- 
ment store, tied together all display 
phases of the store’s 66th anniver- 
sary sale by the simple device of 
using fluorescent color. A huge ban- 
ner with the message sprayed in 
Velva-Glo fluorescent cerise against 
a navy blue background heralded 


LEADING MERCHANTS SELL 


VELVA-GLO* 


CANADA 
Vancouver Coast Paper Company 

J. G. Fraser, Utd. 

George C. Henderson Company 

Clark Bros. & Co., Ltd. 

Kruger Paper Company, Ltd. 

Kruger Paper Company, Ltd. 


Winnipeg 
Montreal 
Quebec 
HAWAII 
Honolulu 
WASHINGTON 


Bader's Display House 
Zellerbach Paper Company 
Carpenter Paper Company 
Dixon & Company 
Zellerbach Paper Company 
Carpenter Paper Company 
SOUTH DAKOTA John Leslie Paper Company 
RHODE ISLAND 
Providence Henry Lindenmeyr & Sons 
Storrs & Bement Company 
PENNSYLVANIA 
Philadelphia W. B. Killhour & Sons 
Joseph E. Podgor Company 
Cappy & Company 
Zellerbach Paper Company 


Carpenter Paper Company 


Pittsburgh 
OREGON 
OKLAHOMA 
OHIO 

Cincinnati Whitaker Paper Company 
Jay Products Company 
Cincinnati Cordage & Paper Co. 
Bert L. Daily, Inc 
Alling and Cory Company 
John Leslie Paper Company 


Dayton 
Cleveland 


Charlotte 

Raleigh 
NEW YORK 

New York City Eagle Supply Company 
Henry Lindenmeyr & Sons 
Carpenter Paper Company 


Charlotte Paper Company 
Raleigh Paper Company 


NEW MEXICO 
NEW JERSEY 
Newark J. B. Card and Paper Company 
Charles Jessup Compony 
Henry Lindenmeyr & Sons 
Carpenter Paper Company 
Zellerbach Paper Company 
Carpenter Paper Company 


NEVADA 


NEBRASKA 
MONTANA 


Carpenter Paper Company 
John Leslie Paper Company 
MISSOURI 
Kansas City Bermingham & Prosser Company 
Carpenter Paper Company 
Bermingham & Prosser Company 
Tobey Fine Papers, Inc 
Carpenter Paper Company 
John Leslie Paper Company 


St. Louis 
MINNESOTA 


MICHIGAN 
Detroit Butler Peper Company 
LaSalle Sian & Artist Supply Co 
lewis Artist Supply 
Flint Flint Paint & Varnish Company 
Grand Rapids Quimby-Walstrom Paper Co 
MASSACHUSETTS 
Boston Henry Lindenmeyr & Sons 
Storrs & Bement Compony 
Paper House of New England 
Storrs & Bement Company 
1OWA Carpenter Paper Company 
INDIANA 


Indianapolis 


Springfield 
Worcester 


Century Paper Company 

C. P. Lesh Paper Compony 

ILLINOIS 
Chicago Chicago Paper Company 

Swigart Paper Company 

Carpenter Paper Company 

Zellerboch Paper Company 


IDAHO 
GEORGIA 


Macon Macon Paper Company 

Savannoh Atlantic Paper Company 
FLORIDA 

Jacksonville Jacksonville Paper Company 

Miami Everglade Paper Company 

Orlando Central Paper Company 

Tallahassee Capital Paper Company 

Tampa Tampa Paper Company 
WASHINGTON, D.C. R. P. Andrews Paper Company 
CONNECTICUT 

Hartford Henry Lindenmeyr & Sons 
Rourke-Eno Paper Company 
Storrs & Bement Company 
Henry Lindenmeyr & Sons 
Rourke-Eno Paper Company 
Storrs & Bement Company 
Carpenter Paper Company 
Carpenter Paper Company 
Zellerbach Paper Company 
Carpenter Paper Company 
Zellerbach Paper Company 


New Haven 
COLORADO 
CALIFORNIA 
ARIZONA 


ALABAMA 


Mobile Partin Paper Company 


RADIANT COLOR CO. 
Dept. 3R 830 Isabella St. * Oakland 7, Calif 


Manufacturers of VELVA-GLO Fluorescent Pa- 
pers * Cardboards + Signcloth * Brushing 
and Spraying Colors + Silk Screen Colors 


* Trademark reg. 
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CuT OUTS 
AVAILABLE IN 


8 Glowing Colors 
WINDOW DISPLAYS 


and DECORATIONS Blue-Cerise-Chartreuse-Red 
Orange + Orange-Yellow 


PENNANTS 


w:V ia Orange-Red - Green 


POSTERS tL St as 


> COUNTER , Tunes F 
oe 


STREET CAR CARDS 


>RDER FROM YOUR DEALER OR WRITE US DIRECT, BE 

















WE CAME UP THE HARD WAY 


From a small beginning in 1912 we 


have been growing, improving, moderniz- 





ing and making friends until today we don't 


have to take our hats off to anyone. 








Here service is a tradition, and quality 
goes hand in hand. Pleasing our customers 
is primary and we are proud to “CROW 
ABOUT" the fact that well over 70% of our 


customers have been coming back year 







after year. 


You can join our group of satisfied 





customers also. 





TRY US ONCE... 


come back for more. 


.. and you, too, will 









“Anyway you figure it, The Chicago 
Offset Printing Co., is a superior 
source of supply for your offset 
printing requirements.” 


















PRin 
et r 
<* 'n 


Al 
ic CHICAGO OFFSET -*, ' 
; PRINTING COMPANY = 
610 W* VAN BUREN; 
* CHICAGO « ILLINOIS * 
en STate 2-3694 







the sale from atop the store. In- 
terior and point of purchase tie-ins 
were hand lettered in Velva-Glo 
cerise and chartreuse on deep gray 
background. 

C. A. “Larry” Lehrmann, Smith's 
display manager, reports that fluo- 
rescent colors lend themselves to 
the creation of special effects, such 
as sunrises and sunsets, moonlight 
lightning bolts, night scenes, jewel- 
like radiance, etc. He frequently uses 
fluorescent colors to get high key 


color accents in special displays 


> A chain of shoe stores used fluo- 
rescent red as the key element in 
Every 


windows 


its 1953 Christmas displays 
display both in 
and in the stores, had 


element 
a touch of 
the color to lend continuity to the 
theme 

A fluorescent mobile 
by 3erger-Amout 


was created 
(Chicago) for 
Florence ranges. The combination of 


with fluorescent 


high 


movement colors 


provides attention-getting 
value 

Yale & Towne is using flu 
decals for dealer identification. The 
decals, available with both English 


yrescent 


and Spanish messages, were silk- 
screened with orange Day-Glo ink 
against a black background by Ard- 


ley Press (New York). The decals 
were designed to be r¢ placed alte! 
a limited period of service, since 


Day-Glo 


outdoor exposure of the 


colors was limited 


> One of the most unusual fluores- 
cent point of purchase pieces Was 
produced for the Squirt Co. by 
Frank Paper Products Corp. (De- 
troit). The display, designed for dis- 
play in bars and taverns, featured 
“Glow Man”—a 


the company’s 
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plug for a drink of Squirt and 
whiskey. 

The perky “Glow Man” was made 
of styrefoam sprayed with Day- 
Glo neon red water colors. The 
company’s dealer publication re- 
ported, “Even in a dark corner of a 
bar, the foot-high Glow Man with 
his teaser message stands out dra- 


matically to catch attention and 


sales with his fluorescent color.” 





> Fluorescent printing in publica- 


tions just coming into its ow 
The lack of letterpress and offset 
fluorescent inks held back this de- 
velopment until mid-1953 

The ret Dp bli it TY dvertisi 
n fluorescent « I's is achieves 








\ ( tte L: bo tories (Berkel 
Ci ) Jack Ha é Cutts aaver- 
t I 1 I t i¢ t a rie > t 

a be eased lf the cor 
could dra tics t1e-11 pub Ca- 
tio advertisil vitl etaile dis- 
pla F 1 escent pape d a the 
trict Ad insert n cattle 1 S 
and blow-ups of the inserts o e- 
tail displa ere printe¢ n Ve - 
Glo fl lorescent pape Harge be- 
1 j 5 } 

eves 1 shouldnt pick a Huores- 
cent co I ist because It MOKS LOO 
by itself instead select for the over- 
all effect you're striving fo Make 
olol copy and artwort tean up 

A good example of how he d d just 
that is shown in what Cutter calls 

“the Los Banos ad.’ Los Janos 


Cal., had long been an anthrax hot- 


. } 1 1 4] 
spot. Cutter developed the first an- 
thrax vaccine to noid there The 

2 ] } + 
Los Banos country gets really ho 


in the summer, too—so Cutter put 
these ideas together, laid out a hot 
scene fol fluorescent orange-red 
headlined it “Anthrax Hotspot 
The ad fairly sizzled in the maga- 
zines and was equally “hot” as a 
blow-up for display purposes 
Other early fluorescent ad inserts 
using Velva-Glo paper included a 
fire scene headlined, “Don’t Let 
This Happen to You,” selling Flame- 
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SERVICE 


Exactly as you 
must have it... 
at the lowest 


final cost to you! 


Agency Ad Composition 
POOLE BROS. INC. - Chicago 
Meter wrestle) 


TYPOGRAPHERS + PRINTERS + LITHOGRAPHERS 









4.cOLOR 
ADVERTISING 
LITERATURE 


for the price of 2 


This free booklet explains how 
your advertising and sales 
literature can be produced in 
full color lithography at 
prices never before possibl 

H. S. Crocker’s exclusive 






Colorform method can revolu 
tionize all your mailing pieces 
) imited budget 
Safety for Hunters .. One of the ..-even on a limited budget 


most unique uses of fluorescent colors was 
9 


this license used in lowa during the 1 





deer hunting season. Printed on 









license contained the large word DE 
cense number and year. Hunters were re 
quired to attach the brilliant card to the 


back of their hunting coats or jackets. State 





officials reported the unusual license 









cess—not a single complaint from hunter 








and no hunting iniuries or fatalitie 


H. S. CROCKER CO., INC. 
720 Mission St., San Francisco 1, California 






Veritone Company 
2701 LEHMANN COURT, CHICAGO 14, ILL., EASTGATE 7-8885 





Zel fire-resistant tarpaulins, and a 
fiery steel mill scene for Universal- 
International’s movie, “Steel Town.” 

Another early fluorescent ad in- 
sert user was Peterson Tractor 


& Equipment Co. of California. The t iy e r e a d e r . 


company used a Christmas insert 







Give that 
old pitch 


a 1954 silk-sereened in three fluorescent t AR d 
sales twist omnes, Oo spen 


> When Switzer Brothers and IPI 

announced the development of thei $3 000 () ()() () () () 
letterpress fluorescent inks, several + . 4 
magazines were quick to jump on 


6 OO ae ‘ sous. ah 
the bandwagon. Popular Science AR goes only to actual buyer 
was the first to use the ink for a advertising materials, equipment, and 










call 


SLOVES 


for portfolios 


= NEW sales kits 
IDEAS easel binders 


merchandise- 


services, and goes to far more of 
them than are included in the audi- 
ence of any other publication 


magazine cover, with an atom bomb 
explosion scene. McCall’s followed 
quickly with a fluorescent name- 
plate on its August, 1953, issue. Other 


















presentations 


ring binders It provides the specialized editorial 










catalogs magazines, including Look and information which these buyers need 

‘iP | (@-----)-------------- Modern Screen, have also used let- and want, and which they cannot 
Fastest Service terpress fluorescent inks. This obtain anywhere else. Editorially and 

| Al in Town month’s AR cover is another ex- circulation-wise, Advertising Re- 
. | ample, printed by Poole Bros. Inc. quirements covers your field specin- 


cally, with power and penetratior 
never before available. Write today 
for details on the truly amazing re- 


(Chicago) from inks supplied by 
Oak Luminous Products Inc. (New 













Y ork). sponse which this new publication is 
The first magazine to use fluores- producing. 

iM cent colors for an inside feature, 

however, was Town & Country. Fo1 

iE ” aie , 

j rue its Christmas, 1952, issue, Town & Acadlwertisi ng 
eo Country featured a gravure-printed e 

e Christmas tree with fluorescent or- Requirements 
1 Cit naments. The Day-Glo gravure inks 

N were manufactured by Fred’k H. 200 E. Mlinois St. Chicago 11, Ml. 


Levey Co. Inc. and the printing was 
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on substance 70 white vellum finish 


Wescar Offset papel made by Ox- 
ford ape} , Photogravul 


Yo 


\dditional Information 
Informatio neerein 


Reade 
the back cove 
tems listed, ¢ 
Reade s Serv 


Remon March, 19514 


Lae 
you, too, will be 
pleased with the 

service that we can 
aL 
call us Now ? 


Service Mounting & Finishing Co., 
Platt mold 


2241 S. Wabash Avenue, Chicago 16 
CAlumet 5-3224 


OT ee er iee UM ae | 
Me ee a 
er ae ae 
CTT ue 


4-COLOR SCREENOLITH 
PROCESS 


SOLID COLOR PRINTING 
a Ue Oe fi 
pa TY a Se 
he Sh ee ie 
The highest quality, lowest cost silk-screen printing 
OT CM MO MMe Me ee ec 
Uo mile 
the United States. 





SERVICE BINDERY CO., Inc., 










20 YEARS of 
! QUALITY SERVICE 








SPECIALISTS IN: 






Display Binders 
Salesman’s Portfolios 


Easel Presentation | 
Binders | 


Proof Books | 


ADVERTISERS DISPLAY BINDER CO. 
17 West 45th St., New York 36, N. Y. 
Tel. JUdson 2-2468 
















One 8 x 10" Strechtype* Free or 
$5 Credit—and save time and money! 
Send us your ad, art or photo to be copied 
photographically by our new, amazing 
STRECHTYPE* process to a new pro- 

. portion. No resetting of type or redrawing 
the art work...no waiting for both. Your 
original copy may be as large as 12 x 16" 
For example we can STRECHTYPE* 

a complete ad with art work from 2x 9" 
to 1% x9" or 2% x11" or any other propor 
tional change of size you need. 

This applies to FOUR COLOR WORK also. 


FREE Circular. TRY IT. We guarantee satisfaction 
* TRADE MARK PATENT No 2607268 


Fred H. Bartz, pre 














Harry Baird Corporation 


Advertising Tyg 


18 West Kinzie St. Chicago 10, Ili 


graphers since 











WH 4-4347 


NEWS ITEMS 


on any subject 






From newspapers and magazines 
published throughout the country. 
Write for booklet . . . 










PRESS CLIPPING BUREAU 
165 Church St., New York 7 
Est. 1 BA 7-5371 












140 Advertising Managers 
requested further imforma- 
tion about products or serv- 
Fir ices mentioned editorially in 


Sty a recent issue of AR. 

Cit : 

- T Avid Readership 
'Ne AR GE S Active Response 












Clothing, Too 


colors have also been applied to clothing 


Daylight fluorescent 
such as the items shown above, which were 
produced with Dc made by 
Aberfoyle Mfg. Co 


1y-Glo 


(Philadelph 


yarns 


335 — Information about Day-Glo 
daylight fluorescent materials pro- 
duced under license by Switze: 


Brothers. 


336 — Details on Velva-Glo fluor- 
escent materials produced by Ra- 
diant Color Co 

337 Additional information on 


Spot-Lite fluorescent letterpress and 
offset inks available from Oak Lum- 
inous Products Inc 


Information on 


338 the 
process developed by H. C 


Inc. 


Wil-Glo 
Wilton 


339 — Details on Inc-O-Lite fluor- 
escent letterpress inks produced by 


The Inco Co 


LNA Announces Details 
Of Awards Competition 


Details of the fourth annual Litho- 
graphic Awards Competition have 
been announced by Ralph D. Cole 
of Consolidated Lithographing Co., 
chairman of the Lithographers Na- 
tional Assn. promotion 
Entry blanks and 
brochures, which contain rules 
and regulations the 
competition, are being distributed to 


committee 
announcement 
the 
for entering 
leading national advertisers, adver- 
tising agencies, comme rcial art firms 
and _ lithographers the 
U. S. 

Closing date for entries, which will 
be judged on the litho- 
graphic quality, design and art, and 
functional 


throughout 


basis of 


value, has been set as 
Mar. 1. The competition is open to 
all buyers and producers of litho- 
graphic material and any person 01 
organization connected with its de- 
sign and production. 

This year’s competition includes 


44 classifications, including such ma- 


jor categories as direct mail, annual 
reports, point of purchase material 
posters, display packaging 
material, sationery, books and book 
jackets, magazines and house organs 
maps, menus, programs 
nouncements, cards, 


cards, 


and 
calendars, 


an- 
art 
prints, decals, metal lithography, etc 

Additional details and entry blanks 
are available from the Lithographers 
National Assn., 420 Lexington Ave 
New Yor k 17. 44 


New Kleen-Stik Tape Can 
Be Applied By Printers 

A new pressure-sensitive tape 
“D” Transfer Tape, has been devel- 
oped by Kleen-Stik Products Inc 
(Chicago). The new 
possible for any 


makes it 
lithogra- 
pher, silk screener or other display 


of Kleen- 


tape 
printer, 


producer to apply 
Stik in their own plants 
The new tape can be 


strips 


used on al- 
most all types of point of purchas« 
materials. Reportedly, the tape will 
stick equally well on acetates as on 
most paper stocks. The tape 1S easy 


When it 


stocks, the adhesive transfers 


to use is applied directly to 


papel 
from the tape to the paper The tape 


+ 


itself remains as a protective cover- 


ing and is not removed until the dis- 
play is ready for posting. Then, when 
the tape Is peeled off, and the piece 
pressed against any smooth, hard 
surface, it will stick firmly 


Kleen-Stik 
Tr an 


for small jobs, and jobs where espe- 


suggests that the “D” 
sfer Tape is particularly us« 
cially fast delivery is 

Additional 


ie new 


required 


] ] ] ] 
detauls and samples 


tape are available 


\lanagement Men Attend 
Los Angeles Seminars 


The idea of top management going 
} 


back to school might seem a little 
far-fetched—but not for members 
of the Los Angeles Printing Indus- 


tries Assn 
The California 
advanced 


group Malntalins a 


series of foremen’s-man- 
seminars designed to give 
the 


training in more efficient plant op- 


agement 
members of association special 
erations through improved produc- 
tion methods and worker morale 
Since the started in July 
1952, more than 100 plant supervis- 


series 


ors and foremen have taken advan- 
tage of the series. At nine 


photoengraving supervisors are par- 


present 


in addition 
44 


the course, 
to a number of printers 


ticipating in 
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nnual 


= PLAY THIS ' 
-= | AMAZING RECORD! NOW IT'S 


slanks 
:phers Hear what your competition says about Fedders Room Air Conditioners 
Ave ey 
44 


WHAT HAVE 
HOW TO 


. 
. ; MOTEL OWNERS 
van MAKE MORE DISCOVEREL 
VEREC 
MONEY! 


Fedders-Quigan adds sound to a 


a ; : ; eS three-dimension picture to launch 
devel- ae ‘ \ ae : 
oe “oe ae. . one of the most unusual advertising 
10gra- o>! Bae , 

lisplay a ; campaigns of the year. 


<leen- 


on al 


rchase " a2 By Ted Sanchagrin 


NEXT PAGE IN AMAZING 3-0 MOST ADVANCED 


manera Advertising in 4-D 


le tape 


cover- 


, when . eed : . , : ‘ er x 
Sight ‘n’ Sound Enterprises, a Ne nan ad might considered a sam- ! mer magazines and 


p1ece . : z ; : ‘ : 1. 
1 York printing and processing irn } a vik tion ot second ciass Mall- punda\ ipp ements. Look, 
nard : ; 7 : 3 it ae 
which has a patent pending n it ! rivilege ut BBDO  con- which wouldnt accept inserts 
methods of ( ng “4-D” ads for vinced | | authoriti } Sigt fore, will be n for them now. And 
] 7S } } + 1. ‘+ ] . ° Dae T ¢ 
magazine insertion, believes it ha n § 1 pri h ock in the | Press Dispatcl 
A ng th I Editori- 
uy, Fawce ub 
roduce the 
on a phonograp! 
The companys 


sound to business paper advert f 5 the pow " 

in the January issues of Electric Nw 
nd Merchandising and Institutions with FEDDERS ROO 

four-page inserts produced by Sigh 
‘n’ Sound from the layouts by . AIR CONDITIONER 
ten, Barton, Durstine & Osbor1 with the nat ; 


open the 1954 air condition: sales 


going 
ar littl 
‘mbers 
Indus- 


campaign of Fedders-Quigan Corp 
(Buffalo). One of the foun pages haa 
the recording on it. It was the insert 
in Institutions which gave the pro- 


gram its “4-D” tag. Not only did the 


insert contain an actual record, but 


laIns a 
-man- 


oO give ; 7 : 
special also featured a_ three-dimensional 
nt op- picture on the reverse side of the 
roduc- recora 
ale The mechanics of producing such 
n July an ad would seem to be quite in- 
‘ 
ervis- volved, but according to Lawrence 
Forray, 31-year-old president ol 


Sight ‘n’ Sound, they aren't The 


idvan- 


it nine 
e par- biggest problem was not in produc- 


dition tion, but in the Post Office Dept’s 
44 attitude—it felt that a record printed the 


March, 1954 


ements 











Record Only For Electrical Mer 


dising, the insert teatured an actual record 


but no 3-D picture 

Adwise, on consumer magazine 
runs of 1,000,000 or more, Sight ’n’ 
Sound would be able to reduce the 
cost to a client or agency to between 
5¢ and 8¢ apiece. On runs of 50,000, 
such as in each of the two business 
papers, the cost was 1214¢. The price 
is based on the size of the printed 
page, in this case 10%4x1315”, the 
quantity and the number of colors 
Four-color runs of 25,000 in this size 
are 1712¢, while 100,000 would drop 
to 1042¢. Smaller pages, fewer colors, 
would be correspondingly less. Mr 
Forray favors 100 lb. stock for maga- 
zine ads. 

He says the ads can be printed by 
any process—letterpress, offset, li- 
thography, gravure—and on any 
stock, including newsprint and cereal 
box cardboard 


> The first step after Sight ’n’ Sound 
receives a layout is the printing of 
the stock, then comes the coating, 
and finally the pressing of the sound 
track, die-cutting the center hole, 
perforating and laminating 

Sight ’n’ Sound handles every 
process after the layout except en- 
graving, which is done by Federated 
Photo Engraving Corp. Since Mr 
Forray also is executive v.p. of Fed- 
erated, which is nine blocks away, 
this simplifies production. The idea 
of 4-D ads was developed at Feder- 
ated, and Sight ’n’ Sound was a sep- 
arate outgrowth 

So far, only 78 rpm records have 
been used. Actually 33 rpm and 45 
rpm are feasible, too, although 45 
rpm produces a make-up problem 
because the center hole is far bigger 
than for 78 or 33. As it is, 78 rpm, o1 
any size, calls for accurate on-cente) 
die-eutting of holes. If the pressing 





46 


is off even 1/1000”, the result is no 
sound track. 


> The 4-D ads are an outgrowth of 
several pressings Sight ’n’ Sound 
produced in the last one and one- 
half years. In the summer of 1952 
the company pressed 100,000 7x7” 
square records on how-to-play- 
baseball. Featuring Roy Campanella, 
Gil Hodges, Duke Snider and 
Preacher Roe of the Brooklyn 
Dodgers on separate pressings, these 
were sold three for $1 at Davega 
stores. In the same year Kate Smith 
made a talking record 8x8’’ square 
at Sight ’n’ Sound for a Young 
& Rubicam account, Simmons Mat- 
tresses, and 5,000 copies went out to 
the bedding dealers. Later came 
5,000 pressings in 7’’ circle format 
for BBDO’s Crosley account, this one 
featuring the client’s “Hit Parade” 
theme song with Bill Eastman, Gis- 
elle McKenzie, Snooky Lanson and 
Dorothy Collins. These records went 
from Crosley distributors to dealers 

“Out of these runs came our 4-D 
ads,” Mr. Forray said. “Depending 
on the stock used, we vary the thick- 
nesses of the coating of special ace- 
tate, and the amounts of pressure 
and heat. Special heat-resisting inks 
are used F 

On the Fedders-Quigan campaign, 
Sight ’n’ Sound also turned out an 
ingenious sales promotion kit. Some 
12,000 distributor salesmen and key 
dealers of Fedders-Quigan saw these 
kits at a series of sales meetings. This 
mailing kit consists of an envelope 
containing a record and a business 
reply card. The record invites the 
listener to bring in the card and get 
a free family record album which 
has a cardboard record with a Bozo 
the Clown sound track for children 
on one side, and two Capitol hit 
tunes on the othe 

The records are 7” pressings un- 
abridged and unchanged from Capi- 
tol 10-inchers. The only difference 
is that 100,000 people will get an 89¢ 
record without cost. It is up to Cap- 
itol, BBDO, Fedders-Quigan and 
Sight ’n’ Sound to figure out which 
tunes in the stable will be hits in 
April when the consumer program 
is in full swing 


> Fedders-Quigan already has more 
orders for air conditioner units on 
its books than it produced and 
shipped in fiscal 1953, and Sight ’n’ 
Sound has at least 10 different proj- 
ects planned for more 4-D ads. Len- 
theric’s perfume and lipstick cam- 
paign, “Miracle of Spring,” handled 
through Cunningham & Walsh, will 
go 4-D in Cosmetics with a four- 
page, two color insert of 10,000. Haire 
Publications handled this printing, 





to Sight ’n’ Sound specifications 
Beyond that, besides kits for 
Bantamac Sportswear and Hamilton 
Watches, it appears that 4-D will 
even go into talking books, liquo 
packages, cigaret cartons, autos, soaps 
and detergents, and women’s wear 
Bantam Books, owned by Curtis 
Publishing and Grosset & Dunlap, 
now will teach you how to dance via 
a sound-track cover, augmented with 
inside text. Tear off the cover record 
on the dotted line, put it on yow 
phonograph, start reading and waltz 
away, but watch out for furniture 
and open windows 44 


Special Occasion Pieces 
Featured in Thompson Kit 


Admen with budget limitations 
who must plan the production of 
special occasion and seasonal mail- 
ings will find a most helpful collec- 
tion of useful materials in a kit pre- 
pared by Arthur Thompson & Co 
(Baltimore). 

The basic element in the kit is a 
wide assortment of colorful letter- 
heads featuring high quality art- 
work. Full-color illustrations include 
brides, spring birds, graduates, flow- 
ers, fishing and hunting scenes, the 
“Old Swimmin’ Hole,’ cheesecake, 
dogs, sailboats, mountain scenery, 
babies, etc. Special illustrations are 
also available for major holidays 

The remainder of the kit contains 
material helpful in the utilization of 
the letterheads for advertising pur- 


poses. There is a handy 32-page 
book of “Quickie” Layouts. It uses 
a novel technique to show copy 
“printed” on letterhead blanks. The 
copy is printed on one side of the 


page in black while a miniature of 
the actual letterhead is printed in 
blue on the back side of the page, 
with illustrations reversed. Thus 
when the page is held to the light 
the copy appears “on” the letter- 
head. Fifty-seven layouts, adapted 
to several different letterhead styles 
are included in the book 

The kit also contains actual sam- 
ples of letterheads with various types 
of copy. Another feature is a file 
folder of finished artwork for use in 
preparing direct mail. The sharp re- 
production proofs are suitable for 
zinc etchings for letterpress, paste- 
up art for offset or Stenofax repro- 
duction for mimeographing 

The prices ol the letterheads range 
from $1.60 per 100 in 500-900 quanti- 
ties to $10.50 per thousand in quan- 
tities of 25,000 or more. Blank enve- 
lopes of matching stock are available 
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Buys 


: Printins 
llec- 


pre- 


Co 


Paper 


the \R surveys advertisers and agencies 
nery, to determine just how paper is specified 


and purchased for advertising purposes. 


es 
Ssam- 
Llypes 
a file 
se lr J y 
a neies. Of 1,000 ported that they 
ceived 217 us- ndication of the 
for 
Said that they 

AaStC=- 
‘pro remainder do both 


number of the respondents 
eplies n ! 1 ndicated that they have made an 
ange : 


(18 ). while keen inte1 t in th ffor to standardize th 


eir printing 
anti- ‘ 1 1 ' 
ane subject was indicated by agenci yaper requirements to obtain maxi- 
an- “ t 2 
with a response of 85 (34 mum quantity discounts 
nve- . . 
able >» Fo long time there hi n > That advertising agencies also 


considerable mystery about the play an important role in the selec- 


man’s role in paper buying. A lai tion of paper was also clearly shown 


oe March, 1954 

































advertisers was “How much printing 
paper does your department buy in 
the course of a normal year?” 

e From 1,000 to 5,000,000 Ibs. 78 





@ None directly 24 
@ Don’t know 23 
e No answer 7 


The annual purchases of the 78 
advertisers replying to this question 
totaled 22,705,000 lbs.—an average of 
291,000 lbs. The average value, esti- 
mated at current prices, is $40,740 
a year. 





> Next, advertisers were asked, 
“Which individual (by title) has re- 
sponsibility for purchase of printing 











papers?” 
e Advertising manager 33 
e Advertising production 
manager 20 
e Ass’t advertising manager 7 
e Advertising traffic manager 1 
e Advertising manager & 
purchasing agent 3 





e Advertising manager & ass’t 





















public relations manager 1 
e Advertising manager and supt 
of printing plant 1 
e Advertising manager & 
production manager 2 
e Advertising manager & 
; stationery manager 1 
e Advertising production man- 
ager & manager printing 
plant 1 
e Ass't advertising manager & 
purchasing agent 1 
e Advertising manager and 
printer 1 
e Advertising production man- 
ager and printer 1 
e Advertising manager, agency 
production manager & ass’t 
purchasing agent l 
e Printing buyer 1 
e Office manager 2 
e Purchasing agent 16 
e Ass’t purchasing agent ] 
e Supt. of printing plant 9 
e Printer 15 
~ e Advertising agency 3 
e No answer 10 
_—- > Does he specify the brand or 
merely give a general indication of 
P his requirements? 
Al e Specifies brand 63 
‘ e Gives general indication 34 
7 e Both 12 
af e No answer 23 






> Does he specify the brand on im- 
portant jobs and allow some latitude 









M\ on smaller ones? 

Bie e Specifies on important jobs 59 
e Specifies on all jobs 17 
' Sti @ Specifies none 2 
ei e No answer 54 
‘Ne > If the answer to the preceding 


question is “yes,” what percentage of 


48 








your yearly tonnage is specified by 
brand? 

Answers ranged from 5 to 100%. 
Fifty-four advertisers gave complete 
information, indicating that they 
specify brands on 14,045,000 lbs. an- 
nually—an average of 260,000 Ibs. 
per respondent. 


> Who normally supplies your pa- 
per requirements? 


e Paper mill 4 
e Paper merchant 84 
e Both mill and merchant 15 
e Printer or lithographer 20 
e No answer 9 


> Have you made any effort to 
standardize your printing paper re- 
quirements to obtain 


quantity discounts? 


maximum 


e Yes 72 
e No 56 
@ No answer 4 


> Have you ever had paper made to 
your specifications? 


e Yes 18 
e No 114 


> Does your company operate its 
own Mimeograph or Multigraph de- 
partment? 


e Yes 121 
e No 6 
e No answer 2 


> If it does, who specifies the brand 
of paper? 


e Advertising manager 14 
e Advertising production man- 
ager 38 
e Advertising manager & 
purchasing agent 3 
e Ass’t advertising manage: 3 


e Sales promotion manager & 


printing buyer l 
e Publications division a 
e Advertising dept. ass’t l 
e Advertising manager & 

printing manager ] 
e Supt. of manufacturing 1 
e Purchasing agent 28 
e Office manager 12 
e Department manager 13 
e Manager printing dept. 9 
@ Machine operator 7 





“Mr. Boggs will talk to you now about 
the layout you left yesterday."’ 






e Stationer 5 
e Printer 2 
e Head mail clerk 2 
@ Stock-room clerk 2 
e Paper merchant l 
e No title l 
e Don’t know ] 
e No answer | 


» If such work is sent to a letter- 
shop, who specifies the brand? 


e Purchasing agent l 
e Lettershop l 
@ Don’t know 2 
e No answer 7 


> Do missionary men for paper mills 


ever call on you? 


e Yes 76 
e No 48 
@ Don't want to see 1 
e No answer 7 


» Do you read adve ‘tisements of 


printing papers? 


e Yes 97 
e Some 12 
e Rarely 6 
e No 12 
e No answer 5 
> Have you found them nteresting 
or helpful in the selection of brands? 
e Yes 67 
e To some extent 18 
e Very few 7 
e No 30 
e No answer 10 


> Are sample books showing re pre- 
sentative lines of printing papers of 


nterest to you? 


e Yes 94 
e Sometimes 11 
e@ Small ones are 1 
e No 2) 
e No answe! 6 
> The first question on the survey; 


directed to agencies asked, “Do you 


- . > ° } ] 
operate a spec ial departn ent to help 


clients with their direct mail, cata- 
logs and other sales promotion?” 

e Yes 10) 
. No 18 


e Client’s promotion integrated 
with regular agency oper- 
ation 26 

@ On mechanical production only 1 


> If you have such a department, is 
t supervised by your production 
manager, or is it a separate entity?’ 


e Supervised by production 


manager 44 
e By regular department heads 15 
e Is separate entity 6 
e Supervised by account 

executives 2 
e By production manager & 

art director 1 
e No answer 17 


> Does this department act in an 
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Plastics set the pace 
for modern living 


Through the medium of miracle 
synthetics, the nation’s Chemical Industry 
has infused new beauty, convenience 

and economy into every phase of modern 
living. And, by capturing in precision 
detail the kaleidoscopic color and 
brilliance of this vast world of plastic 
products, Oxford Papers are consistently 
proving fit foundation for pages that sell 


xford Papers 


ments 








For your next offset job 


ESE A ART OTA BOE EE PCE A OEE AT EE A 


OXFORD PAPER COMPANY 





RUMFORD. MAINE * WEST CARROLLTON, OHIO 


WESCAR SATIN PLATE OFFSET is manufac- 
tured in a new, improved bright white shade. Its 
satin finish is particularly suited to the reproduction 
of halftones and color work by offset lithography. 
The soft, pleasing results in clear detail highly rec- 


ommend this grade for a wide variety of jobs. 





COATED PAPERS 


Polar Superfine Enamel 

Maineflex Enamel 

Maineflex Enamel Cover 

Mainefliex Enamel, Coated One Side 
Mainefold Enamel 

Mainefold Enamel Cover 

North Star Dull Enamel 

Seal Enamel 

Engravatone Coated 

Coated Publication Text 





OXFORD PAPER COMPANY, 230 Park Avenue 


New 





UNCOATED PAPERS 


Carfax English Finish 
Carfax Super 

Carfax Eggshell 

Wescar Offset 

Wescar Satin Plate Offset 
Wescar Gloss Plate Offset 
English Finish Litho 

Super Litho 

Duplex Label 


York 17, N. Y. 








OXFORD MIAMI PAPER COMPANY, 35 East Wacker Drive 


Mills at Rumford, Maine, and West Carrollton, Ohio 


Nation-wide Service 
Through Oxford Merchants 


Albany, N. Y. 
Atlanta, Ga. 
Augusta, Maine . 
Baltimore, Md 
Bethlehem, Pa 
Boise, Idaho . 
Boston, Mass 


W.H. Smith Paper Corp 
Wyant & Sons Paper Co. 
Carter, Rice & Co., Corp 

: The Mudge Paper Co. 
Wilcox-Walter-Furlong Paper Co 
Blake, Moffitt & Towne 
Carter, Rice & Co. Corp 
Storrs & Bement Co 
Franklin-Cowan Paper Co 
Caskie Paper Co., Inc 

The Charlotte Paper Co 
Bond-Sanders Paper Co 


Bermingham & Prosser Co 
Bradner, Smith & Co. 
Marquette Paper Corporation 
The Whitaker Paper Co 


The Johnston Paper Co 
The Whitaker Paper Co. 


The Cleveland Paper Co 
Scioto Paper Co 

Cincinnati Cordage & Paper Co 
The Whitaker Paper Co 
Bermingham & Prosser Co 
Chope Stevens Paper Co 
Blake, Moffitt & Towne 
Green & Low Paper Co., Inc 
Storrs & Bement Co 
MacCollum Paper Co 
Jacksonville Paper Co 
Bermingham & Prosser Co 
Bermingham & Prosser Co 
Louisville Paper Co 


Buffalo, N. Y 
Charlotte, N. C 


Chattanooga, Tenn 
Chicago, Ill 


Cincinnati, Ohio 


Cleveland, Ohio 
Columbus, Ohio 
Dayton, Ohio 


Des Moines, lowa 
Detroit, Mich 
Fresno, Calif 
Hartford, Conn 


Indianapolis, Ind 
Jacksonville, Fla 
Kalamazoo, Mich 
Kansas City, Mo 
Knoxville, Tenn 
Lincoln, Neb 
Little Rock, Ark 
Long Beach, Calif 
Los Angeles, Calif 
Louisville, Ky 
Lynchburg, Va 


Western Newspaper Union 
Roach Paper Co 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Louisville Paper Co 
Caskie Paper Co., Inc 
Manchester, N. H C. H. Robinson Co 
Memphis, Tenn 
Miami, Fla 
Milwaukee, Wis 


Louisville Paper Co 
Everglades Paper Co 
Allman-Christiansen Paper Co 
Sensenbrenner Paper Co 
Wilcox-Mosher-Leffholm Co 
Bond-Sanders Paper Co 
Bulkley, Dunton & Co., Inc 


Bulkley, Dunton & Co 
(Div. of Carter, Rice & Co. Corp.) 
Storrs & Bement Co 


Minneapolis, Minn 
Nashville, Tenn 
Newark, N. J 
New Haven, Conn 


New York, N. Y Baldwin Paper Co., Inc 
Bulkley, Dunton & Co., Inc 
Green & Low Paper Co, Inc 
Miller & Wright Paper Co 
The Whitaker Paper Co 
Oakland, Calif Blake, Moffitt & Towne 
Omaha. Neb 


Philadelphia, Pa 


Western Paper Co 
Atlantic Paper Co 
Wilcox-Walter-Furlong Paper Co 
Phoenix, Ariz Blake, Moffitt & Towne 
Pittsburgh, Pa General Paper Co 
Brubaker Paper Co 
Portland, Maine C. H. Robinson Co 
Portland, Oregon Blake, Moffitt & Towne 
Providence, R. I Carter, Rice & Co. Corp 
Richmond, Va Cauthorne Paper Co 
Rochester, N. Y Genesee Valley Paper Co 
Sacramento, Calif Blake, Moffitt & Towne 
St. Louis, Mo Bermingham & Prosser Co 
Shaughnessy-Kniep-Hawe Paper Co 
Tobey Fine Papers, Inc 
San Bernardino, Calif Blake, Moffitt & Towne 
Salt Lake City, Utah 
San Diego, Calif 


Western Newspaper Union 
Blake, Moffitt & Towne 


San Francisco, Calif Blake, Moffitt & Towne 
San Jose, Calif Blake, Moffitt & Towne 
Seattle, Wash Blake, Moffitt & Towne 
Sioux City, Iowa Western Newspaper Union 
Spokane, Wash Blake, Moffitt & Towne 


Springfield, Mass Bulkley, Dunton & Co 
(Div. of Carter, Rice & Co. Corp.) 
Mill Brand Papers 

Paper House of New England 
Blake, Moffitt & Towne 

Blake, Moffitt & Towne 

Tampa Paper Co 

Paper Merchants, Inc 

Tucson, Ariz Blake, Moffitt & Towne 
Worcester, Mass., Esty Div. Carter, Rice & Co. Corp 


Stockton, Calif 
Tacoma, Wash 
Tampa, Fla 
Toledo, Ohio 
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advisory capacity, or does it actually 


place orders? 


e Places orders 50 
e Acts in advisory capacity 2 
e Serves both ways 1] 
e No answer! 22 


> Does the departn ent specifi ape? 


brands. tupetaces and production 


9 

processes 

e Yes 62 
7; . ni 9 

* l'ypefaces and process¢ only 


@ Sometimes 
e Yes, but not alway paper Dranad l 
> No ans Vel 18 


9 , , 


- No ! ( 18 
» Do uy elic de d é 

‘ ce hie I OF ©)? ot ‘ 

( ( 
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SERA ONE 


VAKERS OF 


or enener 


MATSON Sa 


FINE PAPERS 


Prominent Users of Strathmore Letterhead Papers: No. L110 of a Series 





Strathmore Paper Company, West Springfield. Massachusetts 
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e Titles of those charged with paper 
buying in the offices of advertisers 
vary considerably, but most of those 
concerned with this function are in 
or related to the advertising depart- 
ment. 

e Purchasing responsibility in ad- 
vertising agencies rests largely with 
production managers, though in 
some cases art directors and account 
executives are concerned with paper 
purchases for individual accounts. 

e The advertising agency is becom- 
ing a more important factor in paper 
buying, because of the trend toward 
assigning responsibility for the pro- 
duction of sales promotion material, 
as well as advertisements, to 
agencies. 

e Sample books are of great interest 
to both advertisers and agencies, 
and buyers for both types of users 
have demonstrated a desire to re- 
ceive material of this kind. 

e The majority of paper buyers, 
among both advertisers and agencies, 
expressed interest in advertising of 
printing papers, and indicated that 
it is helpful to them in selecting 
brands 44 


Gaw-O’Hara Introduces 
New Colored Envelopes 


A handy reference swatch of en- 
velopes in warm “Glow-Tones” has 
been issued by Gaw-O’Hara Enve- 
lope Co. (Chicago). The swatch con- 
tains six popular size correspondence 
envelopes in the six Glow-Tone 
colors—pink, green, yellow, blue 
golden autumn and gray. 

Each of the envelopes is printed 
with the two colors recommended 
for use with the color of the particu- 
lar paper stock. The envelope colors 
were chosen because of their high 
ratings for specific identity, atten- 
tion-getting, retention power and 
high emotional appeal 


Checkbook Form Handy 


For Payment Envelopes 


Envelopes in checkbook form that 
can be used for payments by cash or 
check, gifts, pledges, donations, etc., 
have been devised by John Taylor 
(Lisbon, O.). The system, designed 
to replace the old method of enclos- 
ing packages of envelopes in cartons, 
has been named the “Account-o- 
lope.” 

The checkbook system uses a 
pressure-sensitive adhesive devel- 
oped by the Xylos Division of the 
Firestone Tire & Rubber Co. for 
sealing the flaps 
Each flat envelope is torn from the 
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Account-o-lope . . . This checkbook-like 
folder holds envelopes for cash or checks 
and provides stubs for recording amount 
of payment and balance. The envelope 
s easily sealed with a special pressure 
sensitive adhesive, which keeps envelopes 
n the folder from sticking together. 


book in the same way a check is de- 
tached from its stub. The envelope 
is then folded and the flap is sealed 
by pressure. 

The envelopes in the checkbook- 
type folder are torn from stubs, 
which provide a running record of 
contributions for the donor. The 
same record appears on the face of 
the envelopes. 

The pressure-sensitive adhesive 
permits the envelopes to lie flat 
without sticking together 44 


Mohawk Distributes New 


Paper Sampler Booklet 


Samples of Mohawk Paper Mills 
Inc.’s (Cohoes, N. Y.) line of text, 
cover and bristol papers are being 
offered in a new sampler booklet 
issued by the company. Made from 
alpha pulp, the rich textured papers 
are available in white and ivory. The 
text papers are available in both 
eggshell and smooth finishes 

The sampler shows the stocks in 
weights of 50 to 80 lbs for cover; 
100 and 120 lbs for bristol, and 60, 
70 and 80 lbs for text. The cover 
of the booklet was printed offset on 
120 lb bristol, and the price list en- 
closed with the sampler was printed 
letterpress on 50 lb cover 


Baldwin Designs Handy 
Price List Booklets 
Easy-to-read and handy paper 
price list booklets have been pro- 
duced by Baldwin Paper Co. (New 
York). The price list is available in 
two editions—a pocket edition in the 
format of a railroad timetable, and 
the “Estimator’s Desk” edition is 
cercla-bound to lie flat when open. 


Both editions feature large typs 
handy indexes on the front cove: 
and no asterisks and daggers, fre- 
quently used in paper price lists 
Each grade of paper distributed by 
Baldwin is listed in its own groupings 
in so far as size, color, weight, et 
are concerned. 

As a further gimmick, Baldwit 
urges the prospect to sign his nam: 
in gold ink on the cover. The gold in] 
signature permanently personalize 
the desk size price list. 

Copies of these lists can be ot 
tained from Baldwin Paper Co., 23: 
45 Spring Street., New York 13. 4 


= 
> 
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Sample, Folder Illustrate 
Expanding Envelope Line 


A variety of cardboard sales pre- 
sentation folders and portfolios 
described and illustrated in a bro- 
chure published by Expanding En- 
velope & Folder Corp. (Jersey City 
N. J.). The brochure is offered to 
interested admen in a sample port- 
folio, attracting attention to the com- 
pany’s folder line 

Eight different styles of expandin 
portfolios and sales’ presentation 
containers are shown in the _ bro- 
chure. Among the folders described 
are: a sales kit binder which has 
a front flap which folds down so 
that papers can be seen without 
removing them from the folder; a 
sales presentation folder which ex- 
pands to hold up to 125 sheets of 
paper, and the elastic tie portfolio, 
an expanding cardboard case featur- 
ing an electric tie fastener 

The brochure also illustrates the 
company’s line of heavy duty mail- 
ing envelopes, advertising wallets 
and examples of packaging designs 


Chicago Firm Develops 
Continuous Envelopes 


Continuous envelopes, designed 
for fast, efficient addressing, are be- 
ing produced by Uarco Inc. (Chi- 
cago). Called Convelopes, the new 
product can be applied to mailing of 
such items as advertising brochures, 
catalogs, house organs, price lists, 
bulletins, direct mail booklets and 
other sales and advertising material 

Because Convelopes are manu- 
factured from two webs of paper 
thermally welded on three sides to 
form the envelope pocket—they can 
feed smoothly and rapidly through 
tabulating machines, addressing ma- 
chines and typewriters. There are no 
overlapping flaps to form humps 








Advertising Requirements 





type 
cover 
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Gets More Attention, Too 


Continuity of design in business 
ildwir i : 
name 


1d ink 


ialize 


stationery provides prompt recog- 
nition and the desired impression 
of a well-organized company that 


knows its business. 


eeereeeeeeeeeeereeeeeee ee ee 


Important, too, is having a 


Convelopes Continuous envelopes matching quality in the paper used 
on a oF Paper that is crisp in appearance 
ble from 


Varco 


with a sparkling cockle finish. Pa- 
envelopes permit fast effic 
by typewriter or addressing ma per that is clean, tough, and makes 


possible neat erasures. 
which cause smudged or spotty im- 


I 


pressions You'll find these requirements 
Perfect registration is assured by in a wide range of tub-sized, air- 
means of control punched margins 
; <n - > t ihr .- 
These margins, after addressing, are dried Gilbert new cotton fibre pa 
quickly removed—manually or me- pers. Ask your printing supplier. 
chanically. Perforations between en- 
velopes permit easy separation by 
hand or by machine 
Convelopes are produced in a 


wide range of sizes and shapes to 
cribed 


th has 
wn so 


fit most addressing and mailing re- 
quirements. They have received ap- 
proval of the Post Office Depart- 


rithout ment. 


ader; a Uarco has produced a _ special 
folder which gives additional details 
on Convelopes 


| Booklet Gives Information 
mMmali- 
wallets On Record, Index Papers 


esigns A handy new booklet issued by 
Parsons Paper Co. (Mt. Holyoke, 
Mass.) provides information on how 
to choose papers for business and 
government record keeping for both 
permanent and semi-permanent files 

The booklet contains a convenient 
checklist showing what types of pa- 
per or card stock are best suited for 


signed 
Ze be - 
(Chi- 


various types of forms and records 
The booklet also discusses such sub- 
: jects as how long should various 
ling of types of business and _ professional 
records be kept and how to buy 
’ forms of all kinds 

ts and The 24-page, two-color booklet, 
nterial “How to Get What You Need in 
— Record Keeping Papers and Index ere ae 


‘hures 
nate, Gilbert Bond 


—_— Cards,” also provides tips on how to 


organize and maintain a program of 
adequate records. Also listed and lew cottor 
described are the company’s line of 


record-keeping papers. 00% new cottor 
are no 


ides to 
ey can 
hrough 

Lancaster Bond 
ig ma- 
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The Biggest Calen 


Pan American World Airways distributes more than 


PREMIUMS, PRIZES & SPECIALTIES 


aa 


a half-million calendars annually in 83 countries. 


A lively, if harmless, contest is 
foreign 
countries that want to be among the 


waged each year among 
13 represented by pictures in the 
Pan American World Airways calen- 
dar produced by Brown & Bigelow 
The reason: more than a half-million 
of these calendars are printed annu- 
ally in eight languages and distrib- 
uted in the 83 countries and colonies 
in which Pan American has offices 
This is the largest calendar order in 
the world—and a lot of people see 
those pictures 


54 


Certain countries like England 
France, Italy, Brazil and Hawaii are 


always included, and there is always 


a picture of some section of the 


United States (this year it was the 
Southwest; next it will be New Eng- 
land). But there are four or five 
“places” open in each year’s calen- 
dar, and for these the competition 
is stiff. 

Something that happened in Eng- 
land will make clearer why this is so 


> The 453 people of Singleton, near 


Chichester 


out why, but suddenly, 


mussex CO I 


t figu 

in May ol 
last year a lot of Americans started 
coming to the village in big Ameri- 
can cars. Tourists had never both- 
ered with the village before. The 


cottagers watched them come and go 


lan 


The two inns served them with 
drinks and the garage supplied them 
with gas. But no one knew why they 
had come 

The London papers got hold of the 
story. The following three-column 
headline appeared in the Sunday 
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illa Could Not U 
Why Americans Came 
In the story, one villag 
: Sa 
back 
look at the villag 
stationed during 
Singleton 
American 
other 
But all speculations turned out t 
be wrong. It was John Sparkes, a 
farm laborer, who solved the mvys- 
tery on kept seeing the se cars go by 
when I was working in a field just 
outside the village,” he said. “Some- 


times they stopped and asked m« 


the way. Then I asked outright why 
| 


they all came.” The answet The 
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right. And he still doesn’t know if 
the picture will be chosen from 
among the thousands from which the 
selection is made. 

That is why the Singleton picture 
is an unusual exception. Pan Ameri- 
can’s photographer, working against 
a schedule, ran into day after day of 
weather trouble in getting a picture 
of rural England. Then he could 
wait no longer and had to go to an- 
other assignment. The airline’s cal- 
endar editors scoured film libraries 
and collections. Nothing good turned 
up. Just when they were thinking 
that England might have to be 
skipped in the 1953 calendar, the 
photo of Singleton came in the mail 
from an English free lancer. It was 
just what was needed and was 
bought immediately 


> After the selection of photographs 
is made—all of them illustrating Pan 
destinations—they are 
taken to the Brown & Bigelow plant 
in St. Paul along with translations 
of the text into French, 
Italian, Spanish, Portuguese, 
nese and Japanese. 
Approximately 275 of 
Bigelow’s 


American 


German, 


Chi- 


Brown & 
from 
Doug Nelson on 


employes, account 


executive down, 


work on the calendar at one time or 
another. It 


is the largest industrial 


NOTE the 
ample space 
allowed for 
advertising 
your own 
story! 










calendar order in the world. If one 
man were to work 40 hours a week 
and use modern machinery, it would 
take him 45 weeks to make the color 
separations, eight weeks to make the 
press plates, 124 weeks to run the 
presses, six weeks to cut the press 
sheets, 14 weeks to gather, 80 weeks 
to tin or bind the tops of the calen- 
dar and eight weeks to pack it. That 
makes a total of 357 weeks or almost 
seven years 


Thirty-four rolls of brass with 
16,550 hangar punchings per roll; 
18,000 sheets of tin; over 39,789 


pounds of ink; and 1,890,000 sheets 
of paper are used in making the cal- 
endar. Nine railway carloads of the 
paper are purchased in Minnesota 


> Distribution begins in September. 
Supplies are allotted to all Pan 
American offices in the United States 
and to stations in the airline’s three 
operating divisions: the Atlantic, the 
Pacific-Alaska, and Latin American. 
PAA affiliates get them too. Demand 
always outruns supply. A good many 
copies of the foreign language calen- 
dars are given to teachers of lan- 
guages in American schools for in- 
struction purposes. 

With a few exceptions delivery of 
the calendar is routine. One of the 
*xceptions is the Middle East. Some- 











how hundreds of the calendars dis- 
appear before they reach the Pan 
American office in Beirut. Before 
Pan American can hang them on its 
own walls there, pictures cut out of 
the stolen calendars are on sale in 
Beirut. They are framed and they 
sell for about $10 a picture. The price 
drops gradually as Pan American 
begins to distribute the calendars to 
its business contacts in the city. Pic- 
tures from the calendar are also sold 

in the bazaars of Damascus 
What happens to last year’s calen- 
dar pictures? A lot of people cut 
them out as the months pass and 
mount them. One firm in England 
has a contract with Pan American 
that allows them to do this on a 
commercial scale 
turer of jig saw puzzles last year 
sold 3,500,000 puzzles using the cal- 
endar pictures from the year before 
44 


And a manufac- 


Cabinet Makes it Easy 
lo See Into Drawers 


A cabinet with 20 
drawers for filing small parts may 


transparent 


prove a boon as a premium aimed at 
factory and home workshops. The 
“See - Thru” cabinet, an- 
nounced by Industrial Co 
(Chicago), includes 20 plastic spill- 


drawer 
General 
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acu good-will 


/ MEETS WITH HOWLING SUCCESS 


tives, space 


With over 3,500,000 babies born a year — 


You can see this Baby Sitter's Memo can be a big help 


in any home — lift a big load from any mother’s mind! 
There's place to 
and how parents 


listing of baby 
for the butcher, the baker, the milkman 
business (local or national) that wants to get in and 
keep in the good graces of modern young homemakers! 


Send for Samples and Prices today! 





list emergency phone numbers, where 
can be reached, phone numbers of rela 
Special instructions, messages and a 
-sitters! You can see it’s a_ natural 


in fact any 


Te STELLA 


493 C STREET, BOSTON 10, MASS. 


Advertising Requirements 





mailing envelope. It has ground glass for good enlargements, according to 
lenses that accommodate standard the company. 

size stereo slides. The company re- The third item in the trio is a vest 
ports that its viewer makes it pos- pocket microscope that is 42” in 
sible for any manufacturer to send depth and fits in a watch pocket 
a true color 3-D photo of his product The diameter of a half dollar, the 
to an almost unlimited number of microscope employs a precision hand 
clients and prospective clients at a polished lens of approximately 150X 


rican cost of less than 10c¢ each. magnification. It can be used com 


re. . The calling card camera resembles mercially and industrially for exam- 
a book of matches in size and ap- ining fiber tissues, woven materials 
pearance. Also marketed at less than etc 
Easy to See ee ak fe] 10c, the outer cover of the camera is Literature describing this unust 
drawers for ea Jer ition utilized for the advertiser’s message trio of advertising premiums is avail- 


) sold 


alen- 
> cut 

and 
gland 


The camera takes an excellent pic- able from the company 
ture with Verichrome film suitable 


57gx234x1l%e" in a 
on a welded all-steel cabinet. The over- 
ufac- all size is 1014x12!ox6” 


year Finished in silver-gray and For Premium Promotion 


» cal- ‘quipped with rubber feet, the cabi- 


‘fore net has adjustable drawer dividers wae 4a. Ve PU ae i | 


44 and identification labels. The unit 


rican proof drawers 


is priced at $7.95 postpaid 
Other drawer units include models 


use... 


ranging from eight to 128 drawers, 


models with larger size or metal 
arent 


drawers and portable models with < HASE 
may . ae 
a carrving handles More than 750 

ied at 


TI comDinations to Sult exact requlire- 
ie 


co 2 Textile 


‘ site! ure and additional informa- 
| Co 


spill Tee opecialties 


lavlor-Merchant Offers 
Ihree Unusual Premiums 


+) 


premiums has been introduced 
Taylor-Merchant Ce rp (Ne A ( ‘ 
N. Y.) All low in cost and easily- 
mailed, the trio includes a calling 


Write today 


ard camel! vest pocket micro- 
for samples 


vat and prices to 


the low-cost, easuy-maled 


meet your 
stereo viewers described in the Feb- specific 
ary AR (page 56), the Taylor- requirements. 


a ea . ' 
rrenant \ wel old fj. ore le! 
Merchar le er 1 is Nat, togetne Premium Bag Department 


seli- CHASE BAG COM PANY 309 W. Jackson Boulevard, Chicago 6, Illinois 


30 BRANCHES AND SALES OFFICES STRATE 


—that Map Calendars 


are appreciated by business mer 
calendars get hung and stay-up longer 
Because Maps have an intrinsic 
picture does not have 
Choice— | 2 
THE ADVERTISER caiendar pad. Any State, The 


Gets MORE for his doller with MAP CALENDARS the World, et 
Double Utility - Universal Appeal - Long Service 


months at-a-glance 


Calendars are available in many different size 
For complete detail and prices write for 


trated Price List No. 11-A. 


oe that's only Potts Pe eS a es, 
trying out the new atomic space gun as 6 18 9 . a rai i ae 21 " \ < 730 E. Washington St., Indianapolis 7, Ind. 
premium!"' 2 2Rgo 33037 we ZV 25 207 282 
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Ford Uses Unusual Teasers 


in Southern California 


Southern California Ford dealers used a unique teaser 


technique to introduce 1954 models on painted bulletins. 


— ha 


SEE IT JAN. = 5 





First step in the birth of a Ford cutout sign (1) is to check in the artwork. Next the 
artwork is projected onto a huge screen made of strips of paper (2) and the outline of 


the car is traced on the paper. A smaller projection of the car drawing is used for 
por 


°o 


checking the over-all layout for the sign (3). The paper on which the large outlines of 
the car were traced is perforated along the lines {pounced) and then is laid out on the 
plywood backing. The car lines are transferred to the plywood by rubbing lamp black 


over the perforations 4 Pounced paper is ther removed fron the plywood eaving the 


guide lines for cutting out the car outline {5 > plywood is sawed into shape; then the 


stout is put together in easily handled s tions |6 o strengthen the utout agains 
buckling, lightweight pine ribbing i 7\. Next the cutout is removed 


UTOU 


to the paint racks where 


é 
F 
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a Sales force 
that sticks 
to the job! 


ecals 
are permanent... colorful 








Aavertise 


Place your brand name before the pub 
lic and keep it there with attention get 
ting, permanent window valances and 
signs, truck decals. 


Taentify 


As product nameplates, they‘re easy to 
apply, stick to their job. Dealer service 
decals back up franchised dealers with 
instant identification. 


Brilliant colors, creatively designed, PF 
decals give the effect of individual hand 
painting for ornamentation. 


At the point of purchase, turn impulses 
into sales with dynamic, colorful decals 
that help you cash in on your national 
advertising. 


Learn how PF decals can i in selling you 
produ t Art service nsuitatior ind es 
timates witt t Send t 





PALM, FECHTELER & co. 


85 MAPLE ST., WEEHAWKEN, N.]J. Dept. AR3 
Please send me your FREE Booklets 


V Accent 
advertising. This 
the Cadillac crest made of mirrored Flex 


ewelry | ever used on an outdoor bulletin 


silver smalt. The mirrored Flexialass and the 


ers. General Outdoor Advertising ¢ 
four models during the month. The 
traffic count for the 12 locations dur- 
ing January Was In excess of nine 
million 
> It is believed this was a certain 
means of insuring that the cutouts 
created more impressions for more 
models in a shorter period of time 
than had before been possible 

Outdoor bulks large in Southern 
California because the population is 
mobile and represents the greatest 
concentration of automobiles any- 
where. The widespread use of out- 
door has given rise to increasing us¢ 
of embellishments on painted bulle- 
tins In recent years 

Embellishments do add to cost 
but the increase is not as great as 
the increase of copy area. Pacific 
Outdoor, which made and showed 
the Ford cutouts, reports a maximum 
cost of $1.50 per square foot, with an 
average cost of $1.25 per square foot 
for cutouts that are not complicated 
The use of embellishments does not 
increase the location cost 


» By the use of the five-foot neon 
letters, the Ford emblem and the 
giant cutouts, the Ford dealers in- 
creased their copy area by 51 
over a bulletin using just the inside 
portion, at a cost of 26% more 
According to Pacific Outdoor, the 
use of embellishments and cutouts 
is increasing and some advertisers, 
notably Union Oil Co. and Swift & 
Co., are shipping the cutouts to other 










“AD-HERE”’ 
Steel Sign Blanks 
Come Ready to 
Process or Letter 







The well known Cadillac V and crest are now 


painted bulletin, recently erected in Minneapolis, features a necklace and 


a Withstand All 
Extremes of Weather 


Send for price list and quantity discounts 


YARDER MFG. CO., 816 Phillips Ave., Toledo 12, Ohio 


ss pe ENAME’ - Si * 
Abe We ith SN ner 
SENSE 





DILLAC INC 


Ind reportedly, th s tne wgest piece 

irs in the background were duced wit 
t stars pick up ht 1 the whole 

at + the 

parts ol the country after use in 


California. Such added use serves to 
spread costs and reduce the cost of 


individual showings 44 
Electric Sign Assn. 
Sets Convention Date 


The annual convention of the Na- 
tional Electric Sign Assn. (Chicago) 
will be held in the Conrad Hilton 
Hotel (Chicago) Ma 1-3. The 
convention will include 71 exhibit 
booths, and the designs entered in 
the Eighth Annual Electric Sign De- 
sign Competition A folder describ- 


ing the convention is available from 
the National Electri Sign Assn.., 
10834 S. \V estern Ave Chicago 43 

44 


Catalog Series Describes 
Mitten’s Display Letters 


A catalog series of brochures de- 
scribes and illustrates Mitten’s Dis- 
play Letters’ (Redlands, Cal.) line 
of composition letters for signs and 
displays. The sculptured alphabets 
are available in three constructions 

pinback, sandback and track let- 
ters 

Mitten’s letters are made of whit 
plastic-like, matte finish “Mittenite” 
composition. Among the styles avail- 
able are: Modern, Gothic, Tempar, 
Script, Kabel, Condensed, Expanded 
and Broadface. The letters range in 


Available 
in 23 
STOCK SIZES 
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size from %*%” to 9”, and all are pro- 
portionately three-dimensional 

Any of the letters, numerals and 
punctuations can be bought sepa- 


rately in quantities desired, but pre- ; * 
packaged fonts can be bought in RICHMOND HOME 


quantities at lower prices. Font 


prices range from $3.23 for 51 nu- 
merals, 33” Modern, to $67.74 for a 


complete font of 9” Tempar letters 

and numerals SS VISITORS WELCOME 
The brochures illustrate the va- : 

rious style letters and sizes, and 

show many examples of how the 


letters can be used in creating signs 





and displays 


See GOA fot a What eal 
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Road to Mecca 


| lon yf WH CHANGE-AD FRAMES 
A= For BUS...TROLLEY {7 


i 
{ 
al TAXIS KY OOo 

L si TRUCK FLEETS and “5 
\dmiral Erects Sign WO oe Ae 
@ HEAVY DUTY FRAMES @ PHOSPHATE COATED STEEL <r 
; 


On \rabian } lighw ay @ SOLID or OPEN BACK © MATCHED COLORS in BAKED ENAMEL (Optional 


Literature and Price 


THE YARDER MANUFACTURING CO. 
816 Phillips Avenue * Toledo 12, Ohio 

















ebisdacd Gelbstieeshous Wile tic came THE OHIO ADVERTISING DISPLAY CO. 


Arabic, gives it a foreign CINCINNATI, OHIO 





Mu a } 
The See le I \ i E TWH 
yen doo ‘ of the ne Ad 

Dual-Temp rato) ded h i : ' B 

food Admira ppears across the { brand na pper ) | 

top in English letters and again ot More than ever, i 

the bottom in Arabic. The Arabic in- 

elit ieceMn AE Mia POINT OF SALE SIGNS & DISPLAYERS | 
guaranteed refrigerators ll serve ae 3 : ; 
ou many years 
Ar} ingem«eé nts oO tne Sign wl " : i 
s the nly highway sign o the 32- a 2 = : 3 

mile peer road from Jedda_ to = 

Admiral’s Middle East representa- , 

tive. During summer months, the Advertisit Displa Ee : 


road is heavily travelled by devout 
Mohammedans making pilgrimages 


to Mecca, the Moslem Holy City. 44 || Loox To QADCO First FoR NEW POINT OF SALE IDEAS 
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saying that 
applies, 


in a complimentary 


way, to the craftsmen 
in our shop. 

It means, 

The work 

proves the 
workman. 
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AR presents the first in a series of special 
articles designed to help photoengraving buyers 


obtain the most from processes available to them. 


A BASIC GUIDE FOR BUYING 
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Antique Book 
Ground Wood 
Newsprint 
Machine Finish 
Papers 

Coated Papers 
Novelty Finishes 


1 working day 


Pen & Ink 
Brush & Ink 
Dry Brush 
Spatter 
Scratchboard 
Ross Boards 
Bourges Process 
Ben Day 
Lettering 

Type 


Pure Black-and 
White Values, 
avoiding all Grays 


For multi-color line 
reproduction 
separation is re 
quired by flaps, 
optical blue or 
keylines with 
paint-ups 


> definition 

Photoengraving is a medium of ex- 
pression in its own right. While it 
serves to convey the creation of 


the artist, designer or photographer 


in reproduced form, nonetheless 
considerable creative ability is em- 
ployed by the engraver. It is an art, 
and is far above a purely mechan- 
ical process. 


And there are opportunities for in- 
terpretation which the art directo: 
can learn to expect from the en- 
graver, to obtain effects not possible 
without his skill. But just as there 
are many contributions which an en- 
graver can make to the final im- 
pression, there are things he can't 
do. Both sides of the coin will be 
carefully studied, in close detail, in 
the pamphlets to follow 


Which process? 


The first consideration for the buye: 
is which photoengraving process to 
choose. Usually one or more of the 
following criteria will determine the 


64 


Ground Wood 
Newsprint (55 to 
85-line screen) 


Uncoated Papers 
(85 to 110-line 


screen) 


Coated Papers 
(110 to 133-line 


screen) 


1] working day 


Wash 
Opaque Gray 
Pencil 

Pastel 
Photography 


Halftone copy 
should have clear 
tonal definition 


Glossy or hard 
finish photographic 
prints are preferred. 


Ground Wood 
Newsprint (55 to 
85-line screen) 


Uncoated Papers 
(85 to 110-line 


screen) 


Coated Papers 
(110 to 133-line 
screen) 


3 working days 


PRI TAR On oe 


Combinations 
consist of 
combining of any 
one or more line 
neg. 

with any one or 
more halftone neg 


Pe Al i oP 


Whenever possible 
line copy should 
be in position 

on a flap. 


choice. A more complete index chart 


IS show n abov S. 


> paper 


The type and quality of the pape 


on which the 


printed will decic 
may be used satisfactorily. Papers 


with very coarse surfaces, such as 


raving is to be 
» which process 


antique papers, or with novelty fin- 
ishes, will take only line engrav- 
ings. Ground wood newsprint will 
take coarse halftones, coated papers 
will take fine halftones, and machine 
finish stocks will require halftones 
with screens ranging between coarse 
and fine 


Where a free choice of papers is 
possible, stock may be selected for 
price, effect or other reasons. But 
where engravings are to be ordered 
for use in publications, the stock 
used by the publication is the final 
determining factor. Mechanical re- 
quirements of publications may be 
obtained from Standard Rate and 
Data Service, or from the publishers, 





Ground Wood Uncoated Papers 
Newsprint (55 to (85 to 110-line 
85-line screen) screen) 


Uncoated Papers Coated Papers 
(85 to 110-line (110 to 133-line 


screen) screen) 


Coated Papers 
(110 to 133-line 


screen) 
TN TI ere ol 


5 working days 15 working days 


2 aI OE 18 tal? Rd. SRE 


Two-Color Full-Color Paintings 
Toned or Drawings in Any 
Photographs Medium 

or Z&W halftone Transparencies 
copy Carbros 


with color quide Dye Transfers 
Dye Tones 


Flexichromes 


ed SIE Ri 


Painting or toning 
should be done 
in the actual colors 


High fidelity re 

production may be 
expected from this 
desired for process, therefore 


reproduction any desired varia 


tions from copy 
should be clearly 
indicated 


or your engraver Can tell you what 
iS required 

Special stocks, such as may be used 
for packaging or other special pur- 
poses, need individual analysis, as 
do surfaces other than paper upon 
which it may be desired to print by 
the letterpress process 


> cost 

Budget limitations may be the im- 
mediately determining factor in 
choosing the correct photoengraving 
process. The spread between the cost 
of four-color process, at one extreme, 
and one-color line engraving, at the 
other, is considerable, as is shown in 
the index chart shown above. Photo- 
engraving is just one cost item to 
consider. Others are the costs of art, 
paper and the quality of printing, 
since all these are related. Printing 
quality is determined by makeready, 
printing speed and the number of 
impressions, all of which will in- 
fluence final costs 


> art 
The art technique chosen will almost 
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use Superior 


Very soft and sharp focus techniques combined 
by engraving processes, in the same illustra- 
tion, can add just the extra punch you need 
to get your sales story across. This effect is sel- 
dom used. It gives you the advantage of being 
unusual...of catching the eye... of getting 
greater readership for your sales messages. 


SUPERIOR’S Salesmen can lend you valu- 
able aid. They are trained to help you with 
creative thinking. They know the extent to 
which modern plate-making techniques can 





be employed. For instance, entirely sharp 
original artwork was used for the halftone 


you see above. 


You have much to gain and don’t obligate 
yourself at all, by discussing your needs with 
a friendly, helpful SUPERIOR Salesman. Why 
not ask us to send him over to see you today? 


The secret of SUPERIOR’S consistent \ 

speed and top quality lies in (1) the \\ 

large size of our shop, (2) the surpass- \\n 

ing skill and experience of our crafts- \ | 

men, and (3) the personal attention \ \\ 
given to every account. There are 156 . 
people in our organization! Over we 
90 are skilled photo engraving crafts- 

men. Many of these have been with SUPER pp x 


us for 20 years—some for 28 years. Of 


these 90 plate makers, 40 make up our an 
ps \ 





night shop. That gives us the largest 
night shop in Chicago! 


SUPERIOR ENGRAVING CO. 


215 W. Superior St., Chicago 10, Illinois ¢ Telephone SUperior 7-7070 


Operating day and night shops with the largest night photo engraving shop in 
Chicago! Complete “Superior Service” includes: Typesetting @ Black and White 
and 4 Color Process Engraving @ Black and White and 4 Color Offset Plate Making 
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automatically establish the photo- 
engraving process to be used. Rea- 
sons behind the selection of a parti- 
cular art form may be to illustrate 
a product in a specific manner, or to 
create a desired impression or mood, 
or to achieve some other end. Re- 
gardless, the choice of art technique 
will usually justify the required en- 
graving process, if the choice is 
soundly made. The index chart 
shows the processes to be used for 
the best reproduction of various art 
techniques. 


> time 

The time required for properly fin- 
ishing a photoengraving varies from 
one day for simple one-color line 
plates to three weeks or longer for 
four-color process. Needless to say, 
deadlines are always a problem. But 
for results that may be expected to 
meet a high standard, it is a wiser 
choice to do a job in a less com- 
plicated process, when time is the 
only limiting factor, than to rush 
through a job in a complicated proc- 
ess, such as four-color. Rush work 
is expensive and may be of dis- 
appointing quality. 


Preparing copy 


Misunderstandings are avoided with 
their attendant inconveniences and 
sometimes costly delays when copy 
is properly prepared for the photo- 
engraver. Unnecessary cost may be 
saved too, and the engraver can do 
a better job when he knows just 
what is expected of him, and 
can work continuously and con- 
secutively. 


First Issue Larry LaVant (center), president of Laurence hows the first issue of 
mpany vide for photoengraving bu to E. L. Tollefson (left), president of the Ad 
vertising Ager Production Mens Club of > and production manager of Foote, Cone 
. Beld dtoT r Poore (right), art director of Tempo d ollaborator on 
€ Jide 
66 


> size 

Whether positioned photostats or 
crop marks and dimensions are used, 
make sure all reductions and finished 
sizes are clearly and unmistakably 
marked on every piece of copy. Re- 
check your finished sizes and scaling 
before releasing the copy. For half- 
tone, four-color process and line, 
copy is best for reproduction when 
prepared one-half-up, but 
size” and only slightly larger copy 
are frequently used. Effects which 
may be obtained by unusual scaling 
will be discussed in the pamphlet to 
follow devoted to “Sizing and Scal- 
ing”. 


“same 


>» organizing the job 
A job which is well organized will 
Save you cost and disappointment 
Individual copy elements should be 
provided on clean boards with flaps 
Each element should be marked fo1 
correct reduction, screen, bleeds, 
folds, strip-ins and any special in- 
structions. All elements should be 
keyed to the layout, and should be 
sent to the engraver together 

Where this is not possible, the 
missing elements should be marked 
on the layout “To Come”, and from 
whom they may be expected and 
when should be noted. Details for 
handling 
etc., will be dealt with in a late: 


combinations, surprints, 


pamphlet 


>» type 

For clean results, etch proofs should 
be furnished to the engraver. When 
assemblies are furnished, extra etch 
proofs should be supplied. When as- 








Glossary aor: 
size 
Double Print A 
Super-imposing line negative on ight 
halftone background. 
ind 
Drop Out . 
Eliminating screen on halftone AC 
creating white areas. inl 
Highlight Halftone by < 
Eliminating screen on halftone tact 
through photographic process. trol 
Mortise in ¢ 
Cutting mounted or unmounted . 
plates for insertions of type or 
standing material, oa 
Mount Flush 
Blocking plates trimmed flush on ligh 
any of four sides or all sides. equ 
Patent Base plat 
Sectional metal blocks used as whi 
supports for printing plates fol 
Square Halftone tbh 
Finished square (not outlined). 
Tooling 
Finisher using a tool to eliminate 
imperfections or areas not wanted Fo 
on plate. 
Type High Of 
Plates mounted to height of 
printing plates surface f 
Ele 
me 
semblies are not furnished, accurate inc 
layouts showing the exact relation- tru 
ships between type, lettering and il- cal 
lustrations should be provided. ] 
» printer's requirements ake 
Specify with your order whether 7 


engravings are to be supplied on 


wood for patent base, or unmounted 


with or without bearers. If delivery 
is to be made to printer or electro- 
typer, give instructions including 


deadlines. If electrotypes are to be 
combined with engravings, give in- 
formation on electrotyper and de- 


livery promised 


Relying on Your Engraver 


An experienced and skilful engrave 
can be helpful to you in many pro- 
duction details. Call upon him fre- 
quently for counsel, advice and sug- 
gestions. He can point out short cuts 
ways to obtain the results you ar 
seeking, and take much of the pro- 
duction burden from your shoul- 
ders. Not only in the manufacture 


of new engravings, but in altering 


usable existing engravings, electro- 
types and nickeltypes for re-runs 
he can be of helpful service 44 


Introduce Frame for 
Small Litho Plates 


An exposure frame for making 
line or halftone plates for use on 
small offset presses has been an- 
nounced by Colwell Litho Products 
Inc. (Minneapolis). Called the Co- 
light, the exposure frame is designed 
for use with Davidson, Multilith, 
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larris and Webendorfer presses to ; lumbia Ribbon & Carbon Mfg. Co 





ize 17x22”. AS Inc. (Glen Cove, N. Y.) 
All that is required to use the Co- ae » Only one clean solution is required 
on 5} as ‘ | ia = 
ight exposure frame is a small table is 7 to prepare the plate for the dupli- 
ind access to any ordinary 110-volt £7 aaa cator, a developing powder for mix- 
a AC lighting circuit. Light is spread =a ing the solution is furnished fre¢ ' 
iniformly over the exposure area : with the plates 
yy a bank of fluorescent tubes. Con- Te The paper plates are packed 50 t 
ne act of plate and negative is con- a heat sealed, light and moisture 
‘SS. trolled by a motorized vacuum pump proof package and are available fron 
n conjunction with a vacuum mat Mr. Young thinks we might need just a Colitho product dealers and factory 
ead “ 2”? aks Wii } ail 
as n most models. The “Model B” uses minor change or two on that proof you epresentatives. Complete intorn 
in orally inflated pneumatic cushion sent us . . . and I’m rather inclined to tion is available from the compar 
The company also claims the Co- agree with him ' 
on ight is a useful piece of auxiliary 
es equipment in exposing grained metal Atlantictypes, dealer cuts, curved Fidelity Now Produces 
lates in shops where chemicals li : id cart ] J - 
I press plates and carton plates. Uses s ,: oa 
os whirler, etc., already are installed. A for newspapers, magazines and com- So reen | rint NQravings 
| ] , } . ye > . ? ™ . 7 - z 
older describing the frame is avail- mercial printing is explained A new service offered by Fidelit 
] . ah! mri 3 ’ } . 7 y . 
d ible from the company The folder also includes descrip- Engravers (Newark, N. J.) is the 
tions of molding mediums like tena- production of screen print engra 
ate plate, vinylite and lead, as well as ngs which the company claims v 
ted wal pictures and descriptive material of match reproduction from the _ best 
Folder Describes Methods a ees . 7 
Rapid’s plants in New York, Detroit direct halftone plates 
f Of Making Plates, Mats Cincinnati, Philadelphia and Sa1 Fidelity produces 
oO _ . 
" 1 £13 Francisco tones, surprints, positi 
An easily-read folder by Rapid ) bY 
i‘ ea Ben Days { Velox t 
ical Electrotype Co. describes names and 
cee ’ ? thout x 
methods ol electrotype products ana 
1 1 . ° its o Sill r eS 
ate neludes a graphic portrayal of the Colitho Announces Neu ee 
ition- truism that a duplicate plate or mat ~ Se Ee peer 
ruism tne < UPC. piate rma *,° d p ) 
1 1 1 . » > c > c > snows a 0U-screen Zinc line 
nd il- an be no better than the original, ensitized Paper Plate _ 
’ . a , a 120-screen coppe1 ne engra\ 
llustrated and described in detail An acetate surface paper plate fo } V 
1 y y 7 7 D u I = = . 
are advertising electrotypes, plasti: offset duplicating that will produce 
7 7 . , 1 SCTE€ 
{ plates mounted plastic S, mats, stere- 1,000 copies of line work has been 
types, Wax engravings, electrotypes announced by Colitho Division, Co- 
inted 
( 
be 
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.. REILLY PLASTICTYPES 


With more and more newspapers reduc- 

pro- | Tr Med ua hr 
shoul- shrinkage up from 13/16 inches to 1% 
acturs TSM a 
eri TM) PM her le 
ctro- that will reproduce sharply after shrink- 
-rul age. Reilly Plastictypes have always 
a4 been known for reproductive superiority 
—and you may be sure of better results 

LS tt es a 

plastic plates that cut shipping costs, too. 
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TIPS by noted 
expert for the 
Production Man 


Kenneth Butler is nationally recognized 
as an outstanding authority on all mat 
ters concerning production. His weekly 
articles in Advertising Age have been 
so widely praised that we've made a 
valuable Handbook of the best of them. 
For a mere $3 you may have it FREE 

. . with a whole year—52 issues—of 
The National Newspaper of Marketing. 


Free—TIPS Handbook 


Mail the coupon 
below for quick 
action. We'll bill 
you later if you 
like. You must be 
satisfied—or your 
money back 





Advertising Age 
200 E. Illinois St. 
| Chicago 11, Illinois 


------------------ j 
| 


| Please enter my l-year (52 issues) sub 
scription at your regular $3 price with a 
money-back guarantee of satisfaction, and 
send to me free and postpaid Kenneth But 
ler’s helpful handbook, TIPS FOR THE 
PRODUCTION MAN 


Home 


Firm Address 


City Zz 
State 
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Name Title | 
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$3 enclosed 


| 
| 
| 
| 
| 
| Business 
| 
| 
| 
| 
J 


Bill Firm 






A 


COMPLETE 


SERVICE! 


== eé BB 


perepree €€F 
eREPEPree gels 
PInREET Ee BERS FB 
FRE Eee cere pe 









DETROIT BRANCH 
825 West Elizabeth Street 
W Oodward 2-9122 
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GRAPHIC ARTS 
CORPORATION OF OHIO 


110 OTTAWA ST. « TOLEDO 4, OHIO « PHONE GARFIELD 378! 


CHICAGO 
222 West Adams Street 
RAndolph 6-5383 


Patent Bases Play Important 
Role in Letterpress Printing 


A large portion of the letterpress 
printing done today is of such a 
nature that it is advisable to preserve 
the original form whether it be type 
or a combination of type and photo- 
engravings and print the job from 
duplicate printing plates. The type 
and photoengravings are never used 
for printing. They are used solely 
for making duplicate printing plates. 

With the exception of the news- 
paper industry, where stereotype du- 
plicates are used, the other branches 
of the letterpress industry use elec- 
trotype printing plates. From the 
original form or pattern page, an un- 
limited number of duplicate printing 
plates can be made. If there are a 
large number of copies to be printed, 
the printer may find it economical to 
print the job on a very large press 
This usually permits the printer to 
print two or more copies at the same 
time. A 16-page catalog may be 
printed 2-up or 32 pages on only one 
side of the sheet. Smaller printed 
items may be duplicated many times 
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COMMERCIAL 
PHOTOGRAPHY 


See 8 ith 
a Nt) 


OFFSET 
PLATES 


ROTOGRAVURE 
PLATES 


Makers of Fine 
Printing Plates 





NEW YORK 
122 E. 42nd Street 
OXford 7-2387 


to reduce the number of sheets that 
must be run through the press. 

Small labels and folding cartons 
on a large sheet may be run as many 
as several hundred up. 


> How the letterpress printer prints 
with these plates is of importance to 
the buyer of printing. All items used 
for printing in the letterpress proc- 
ess must be the same height, namely 
type high. A printing plate is a thin 
shell of metal and before a printe: 
can print with it, it must be brought 
up to type high 

Originally wood became the base 
or mount to bring printing plates up 
to type high. It was chosen because 
of the ease with which it could bs 
shaped to proper dimensions and thx 
printing plate could be simply and 
easily affixed. 

The use of wood served its purpose 
well until the development of colo 
and halftone printing. This class of 
printing required a firm impression 
and, in color printing, further re- 
quired that the position of the print- 
ing plate in the form would remain 
fixed after being properly positioned 


Wood, being fibrous and extremel) 


porous, cannot stand up uniformly 
under the impression of a printin 
press and, being subject to variatior 
in size, due to climatic changes, it 


cannot maintain an accurate position 
in the form. All of these things led to 
the need for a substitute for the 
wood base used to bring printing 
plates up to type high 

> The development of all metal 
mounting and registering base sys- 
tems was the result. These substi- 
tutes for wood, used to bring printing 





plates to the propel height, are com- 
monly called patent bases or metal 
bases. These patent bases not only 
serve to mount printing plates but 
also serve as a registering system 
The printing plates are accurately 
positioned on a patent base forn 
Small metal 


called hooks, are placed a1 


mechanic devices, 
ound each 
printing plate. Hooks can be moved 
in either direction by inserting a 
wing type key and turning the key 
in the desired direction. This en- 
ables the printer to minutely move 
the printing plate in either direction 
to bring it in the proper position 1n 
relation to the other printing plates 
in the form. These hooks are moved 
against the printing plate and tight- 
ened. 
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Time-Saver Here 


Because the metal mount part 
1e system is very accurately finished 
» close tolerances, th« printer spends 
time on preparing his form to 
tain a satisfactory printed result 
‘he preparation, or getting a form 
eady for the printing press, 1s called 
akeready and register. Often pat- 


nt bases will save as much as 75 


the makeready and register time 
equired for the same form mounted 





wood. 

In addition to this saving, there are 
ther reasons why a patent base be- 
mes economical and efficient. In 
st secuions olf the country un- 
ounted printing plates are quoted 
~~ less than wood mounted print- 
g plates. Patent base gives longe: 


le to printing plates because ol! Its 


curacy. The old bugaboo of “work- 


ps” of type forms is entirely elim- 
ated. The firm, unyielding, founda- 
on of patent bases improves the 
iality of the printing 


> Patent base is standard equipment 


; 
the plants ol most letterpress 
inters. Electrotypers usually pre- 


er to furnish unmounted 11-point 
lates because they Say the Majority 
complaints concerning printing 
ates is traceable to the wood mount 
nd not to the plate itself Many 
nters prefer unmounted 11-point 
inting plates because they are 
ore efficient to handle, they pro- 
ice a bette quality job, and re- 
lire less Space to store 
The cost of any printed job in- 
udes all of the operations that go 
ito producing the job Makeready 
nd register time are part ol the cost 


a letterpress job. Much of this 





akeready and register time can be 


ived by using patent bases 44 
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Our business is photo engravings... our 


Thomas fF. McGrath 


AND ASSOCIATES 
PHOTO ENGRAVINGS + DAY AND NIGHT SERVICE 
168 E. ILLINOIS ST. CHICAGO 11, ILLINOIS 
Telephone DElaware 7-5142 


Your OLRM 


and Twenty-four Hour 


We know that 
—< Pr Production Managers always 
have need for top-flight quality 
creme ercns very wiser sap. seetnatommaaad 
Se dine At 


328 SOUTH JEFFERSON STREET, CHICAGO, 


methods are mod- 
ern... our crafts- 
men are tops... 
our determination 
to please is un- 
swerving. Result: 
Engravings of out- 
standing quality. 
Color and black- 
and-white. 








OPERATING \ 


= T4HOURS 









NORTHWESTERN PHOTO ENGRAVING COMPANY 


ILLINOIS © STate 2-3939 


60Y 
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3500 years ago... 


a nameless Sumerian scribe impressed this “Farmer's Almanac” on 


soft clay using cuneiform writing, then baked it in the sun. Said to be 
the world’s oldest agricultural handbook, it was discovered 
with other “written records” of the times near fabulous Bagdad. 





-MONSEN-CHICAGO:22E. Illinois St-SUperior 7-1223- 





Photograph 


courtesy of the 
joint expedition of 
the Oriental 
Institute, Chicago 
and the University 


of Pittsburgh 











SEND NOW 
for full information 
about Monsen 
Black-on- White 
Impressions and a 
copy of the Monsen 
Typographic 
Handibook. 


Monsen-Chicago, Inc. 
22 E. Illinois Street, Dept. AR3-54 
Chicago 11, Illinois 


e 


Please send me 


Full information about the advantages 
of your Black-on-White Impressions 


A copy of your Handibook 


NAME 


COMPANY 





ADDRESS 





COP Vsicincisicincntanicttibincictniaenl cae 





MONSEN-WASHINGTON, D.C.+509 F St., N.W.-NAtional 8-1900- -MONSEN- 











TODAY... 

MONSEN Black-on-White 
impressions provide 

the finest camera copy 
you can buy... 


To give today’s advertisers .. . their agencies 
and studios... the best possible reproduction 
copy, we have developed Monsen Black-on- 
White Impressions . .. precision proofs pulled 
from new type ... correctly set by skilled 
typographers . . . carefully proofread ... 
locked up and made-ready to assure square- 
ness and uniformity ... printed in special ink 
that photographs sharper and which resists 
smearing with rubber cement and benzol. 

Try Monsen Black-on-White Impressions 


yourself. If they aren't the best repros you 


have ever used, it will not cost you a penny. 
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Serving the typographic needs of customers 
in 48 states and throughout the world. 


MONSEN -Los Angeles 


928 South Figueroa Street 


MONSEN -Washington, D.C. 


509 F Street, N.W. 


MONSEN-Chicago, Inc. 


22 East Illinois Street, Chicago 1], Illinois 
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[The n a ee xc a ee ee eee — 8 
he nostalgic typefaces of yesterday are still | 
U 
finding their place in modern advertising. | 
rc rr rrr re ere =x Se at 
{Y By Frederic Nelson Phillips, Jr. sa collab th P.K, Thomaijan Of. 
Dy Fr erie jNesSOD POIs, Jl. ta collaboration with F. XK. sDOMA]AN Pol te 
350505930 SS SISIOINSIOS50 S505 SSSSIVIIOSIO SII SSIS SSOISIOSO0SSOISOSIOES 
There’s blood and thunder, laven- These types can be used in mode1 ne record manufacturer in advertis- 
der and old lace, sugar and spice in typography in a multitude of ways ng red-hot jazz discs that date 
the typetaces ol yesterday, especially enhancing today’s glamor with ves- DacK Many vears 
those of that gilded era popularly terday’s charm ® Inks Sepia seems ice tha 
known as the “Gay Nineties.” e Borders Many of these with most popula Fanny rite. Met es have 
They are as American as an old their intricate details, folderols and o ailin deans Unthk wake R 
red barn. They can give the quality filigree, constitute typographic archi- score heavily. Split fountain effect 
of antiquity to a product, accent a tecture and offer opportunities fo oniure an aura of splend Ther 
novelty, and cast a spell around a choice effects They range in feeling ’ the «ih e to the cu- 
theme. When other devices fail, hers from sheer lace to wrought it sai’ ciniedl 9 es Sereeeeiad 
s a tried-and-true r¢ medy ior re- These borders confer an old tim bh wit ‘ ee t te 
vitalizing a tired approach. Call thes style to a composition Sai, Cee ne Mention sl ; 
old-time typelaces banal, corny 2 Pape ‘eo The more colorful the be mad« De ime < 
buck-eve but this material can be better. Anti qu e papers with odd tex- suggest = oi ‘i 
taken by a resourceful art directo: tures, such as oatmeal, add to the 
: e Compositic In the old d 
and converted into effects that give effect. Butcher papers, imprint ili aaa as piel “heaped 
a printed piece or advertisement a with gaudy shades, can be positive aes 7 : 
spirit of friendliness that generates stoppers. Unusual sizes and folds : ba oe 
an abundance of good will with clever qaie-cuts can nake A a ; ° i 
These elabo: ately figured cl ar ece n e attention-c<¢ De ¢ : on 1 1" 5 
ters with their delightful hoopla have Singed edges, achieved tl the al ; he ae 
i nosta c perso! t c tne \ S¢ a biow t cI ere s t 4 at 
t A 
> Collecting the thousand-and-on posely misspell, use Wrong fonts 
fonts that we have in stock. most I Space inevel SP ‘ \t - 
them fragmentary alphabets irom imbD1e¢ . ot} ts 
obscure print shops, cellars and at- n witl nSpirea a b tecl 
tics throughout the country, has been nique that resulted n excit 
a great adventure. Many of them are I t » ; The { 
so old that they are nameless and we ‘ Art : elfects thu 
have christened them with titles that te e sno De I 
reflect as closely as possible their ‘ = i ters b t 
basic characte} These faces have ee] ( inere i ) 
come into our possession in a rathe1 strategic idvertis tages 
worn condition and everything is be- ade possible bv these tvpes. Amo 
ing done to prolong their life and the princips es is that t 
use. Thus, we supply only niasaibiaes copy that has been inte ted t 
tion proots to calls which come to us set of individual phases, the setting 
from all corners of the country each apart in a different fac 
The bulk of the collection comes WESTERE PACIFIC accompanle d bv svi athnet < - 
».C. from the period from the Civil Wan ents. This results ir of cir- 
' to the Spanish-American War—an us billir vhich produces 
era of ornate faces whose features bovant mood with genteel overton: 


1c closely paralleled those of the styles that take the irse off the brassiness 
F of dress and architecture—which Effective Use This Western Pacif / Remember, that there is material 


were marked by all sorts of fanciful demonstrates effective usage of both mods that can take the drabbest data 
gingerbread and do-dads and old fashioned typeface give it all kinds of allure 
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OLD-FASHIONED TYPES #* 
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* o Durability 
Vast Variety . ee woodcuts spread a mood of dignity, it a standard practice to issue sucl 
d-fashioned d E respect and trust over the pages publications, which perform a public 
Bango ae r le S being filled with useful 
: p = e Resort Literature . .. Vacation relations — ieee eee Ts : A user 
Ye . 7 information about their industry and 
spots that have been traditional fa- : ae ; 
ntique typeface : their firm. Here old-time type is 
vorites do well to accent their past 
ensive he L : almost indispensable with borders 
by presenting their literature in a 
and all. Us ually a take format Is es- 
period mode. One organization, 
tablished and adhered to with merely 
representing a plcturesave New ; 
. ; an annual change in tints 
, a _ England valley, issued a deluxe 
e@ Annual Reports These corpo- } , i] : ae 
or » telling » stor s ; — ' : 
ration publications have been re- a 1 I mi ana ss le e Catalogs . These hardy peren- 
’ vacation appez ro , e aecadae ] 
celving more and more attention on 1 m peal t ol os ’ . nials that reach out into the hinter- 
. » ha vas old-fashioned, 1 
from the design angle. Fitting in . ’ ; ‘ 7 d-fas “tee : _ lands can increase thei1 pulling 
: other der 1e cover showed an 
with their prime accent on stability ee ee ne cover sno ve power by employing some of these 
. idyllic woodland scene taken from : ; | ee 
and confidence are types suggestive he 80’ iy I typographic standbys, particularly 
the 30 nt nté yordered wit 1 4 
of iron-clad integrity, which are to be ort I a lock eS ne , mail order catalogs. These devices 
red velour cking 
found among these time-weathered 2 elour Hockin can create cozy nooks and corners 
faces. Bled-off effects of blown-up e Almanacs ... Various firms make reminiscent of a country store, and 
sala 
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offer welcome relief from today’s 
hard-and-fast commercial pace 
Firms manufacturing quaint objects 
of an Americana character also would 
find it advantageous to present their 
wares with an old-fashioned touch 
A wide variety of headings is sug- 
gested for the various pages, each 
selected to harmonize with the per- 
sonality of the product Ornaments 
tossed into the picture also help 


e Menus The hearty opulence ol 
these faces can augment the items on 
a bill of fare. They can induce a feel- 
ing of old-time hospitality. Imprints 
on wood venee! papers acquire da 
lustier tang. One New York restau- 


rant scored quite a hit featuring on 


ts walls blow-ups of old-time ads, 

while its menu consisted of a mon- 
1 1 1 

tage of these ads surprinted with a 


red tint block 


They are 

IS antiquated 
x + ] 

cn Nas powertul 


ves cnaracter to 


events. Old-time type 
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Indispensable d-time type 
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listed 1-2-3 on lurid-hued handbills 
Corny yellows and fleshy pinks are 
sure-fire colors for heralds and tack 
cards. 

e Beer & Liquor... These old faces 
are naturals for such products, where 
mellow age and good fellowship are 
played up. The creation of a horsy 
little gimmick to go with all this acts 
as a kicker. 
@ Fashion 

can take on pompous airs if properly 
handled by the compositor. Their 
curlicues and silhouettes can lend 
glamor to voguish promotions. Blend 
these old-time fonts with pastel pa- 


These ornate faces 


Ie you buy 


pers, silken tassels and illustrative 
bits from Godey’s Lady’s Books and 
you conjure up an appeal that has 
an effective sales ability 


e Theatrical Literature . Show- 
manship, being the essence of these 
vivid faces, makes them highly eligi- 
ble for all phases of promotion and 
presentation in this field. Tv titles 
theatrical programs, ballet and oper- 
atic handbills acquire an enchanting 
quality through adroit use of thes: 
fancy-fringed characters 

One West Coast designer of pro- 
grams for a repertory company has 


taken miscellaneous cuts of canopied 





REPRODUCTION PROOFS 
of typography... 


then here's good news for you! 


You can now have sharper .. . cleaner, 


blacker reproduction proofs that will not smear, 


smudge or bleed when rubber cement is applied. 


You get a true reproduction of every character . 


hair lines, every serif .. 


. . the finest 


.and you don’t have to pay a 


premium. Warwick Photo-Reproduction Proofs are produced 


on the Intertype Fotosetter, an amazing machine that 


sets type photographically in a wide range of sizes. 


If you ever buy typography you owe it to yourself to inves- 


tigate the superior quality of this method. 


Send for a free sample Photo-Repro . . 
glass and compare with other reproduction proofs . 


be amazed at the difference. 


. examine it under a 


.- you'll 


The Proof is in the Proof” 


Warwick TypocRaPHERS, INC. 


Dept. F-15, 920 Washington Avenue, St. Louis | 


Missouri 


Overnight by air mail from most of the United States 


Warwick Serves Clients in 33 States, Puerto Rico, Mexico and Cuba 
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baby carriages, pot-bellied stoves, 
kitchen sinks, and used them to cre- 
ate entertaining covers. Of course, 
these types are in their glory when 
promoting the revival of such tear- 
jerkers as “Bertha, The Sewing 
Machine Girl.” 


e Ecclesiastical . . . These types are 
two-faced—they can be as pious as 
Guided by a 
sober text, these faces can assume a 
moral character. Religious mottoes, 
revival literature, hymn titles and 
tracts are frequently graced with 
these symbols. In such instances, a 
more spacious and serene kind of 
composition is in order. 


they can be naughty. 


These events in- 
clude major birthdays of firms, re- 
unions of veteran employes, etc 


e Anniversaries 


Keepsakes and brochures issued for 
such events acquire a rich charm 
when set with faces that recall the 
yesterdays. Contemporary illustra- 
tions taken from familiar periodicals 
of the day add to the authenticity of 
effects. 


e Politics Here, of all places, is 
an ideal spot for these blustery faces 
Their fanfare and gala mood have a 
rousing appeal. Big black letters with 
such sturdy American symbols as 
the Stars and Stripes, Miss Liberty, 
and American eagles can be exploit- 
ed with telling effect in placards and 
handbills. Slogans set in old faces 
can hit home with a ring of confi- 
dence, like getting Uncle Sam on 
your side 


@ Conventions . These celebra- 
tions can be given added glamor by 
utilizing ornate letters with appro- 
priate cmnneens. Aare fliers can 
Typical Ad Uses The 
uses of old-fashioned t 
emblems. Fir: 


rmatc 


. eeretss 
THERE'S NO BUSINES 
Likt stv BUSINESS 


ei 


The CORNING MUSEUM of GLASS 


a aS Froenk = >) 


™ AMERICAN 
HISTORICAL 


BEAUTIFUL — 
14 1) A | 


beeeeeeccece 


GEORGE § S "“McKEARIN 


HELE MeK KARIN 


Gh june 16, 1953 & 
CORNING GLASS CENTER 


dramatize the list of attractions, each 
set off in an extra-fancy face. The 
menu for the wind-up banquet can 
be given elegance by making it over- 
size, giving it deckle edges, and 
binding it with a silk tassel. Amus- 
ing old cuts accompanied by home- 
spun truths are also recommended 


e Gift Certificates Intimacy, 
warmth and friendliness can be radi- 
ated by old time types abetted by 


PEiVanic 
PISTINSAETLS 


vast CLEAGINOTS COLeRes: eee rust 
 T3srs 


<4 Popular 


Old Crow makes 
lighter. milder bottling 


A popular use for ancier 
type styles is the handbill 
nouncing a glassware exhibit 


like this one ar 


TT 


some genteel phrasing. Certificates 
when handled in a modern, slic} 
manner may become cold and factu 
al, when instead they should exud 
a mellow mood of long-lasting fra 
ternity. 


e Book Jackets historical, hu 
morous and fashion titles can mak: 
ideal use of these time-honored faces 
Their postery showmanship give 
them tremendous display value 
buff varnish can add to the antiqu 
effect. Panels of subsidiary feature 
can be played up with contrasting 
types and pointing hands. One pub 
lisher made a fascinating montage 
old ads for the end papers of a boo! 
on early America 


e Exhibitions 
historical shows, particularly thos« 
pertaining to Americana, find 

these old faces the happy mediun 
for directing attention to thes: 
events. Their behavior can be tem- 
pered and made discreet by a limita- 


Museums staging 


tion of fonts and a prim setting. Ths 
basic style established may be ex- 
tended to cover placards, bulletins 
and monographs i 1 for the oc- 


casion 


e Labels & Boxes Exclusive 

lines of preserves and spices have 

capitalized on antiquated effects ir 

building up their reputations. Sucl 

effects convey a feeling 

integrity and hand-picked 

Plain black on white seem 

across best the idea of plain, honest 

value. Boxes of homemade candies 

taffy, kisses and fudge—can also 

profit by the use of quaint motifs 
An excellent example can be found 

in Mennen’s prize-winning packages 


history with a 
at a lower price! 
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(“Packages of the Year,’ Dec. AR, 
page 26). Mennen used a modified 
‘playbill” lettering to emphasize that 
its products were part of an old, 
established line 


e Birth Announcements Blessed 
events can be given a salutory touch 
with some of the more tender devices 
of these old fonts. Little angel cuts 
lambkins, doves, and sedate like- 
nesses of mother and father, coupled 
with a droll gag line, can give such 
items a merry twinkle. Pink or blue 
silverflake paper can contribute ad- 
ditional sparkle. The handbill for- 
mat, proclaiming specific details of 


he event, 1s most appropriat 


e Greeting Cards Messages 
within cards, written in yesterday‘’s 
types, seem to become more mean- 


; 
ingful and register with more sin- 


cerity The lacie: the font, the more 


the over-all effect. Borders 


designy 
i 


enrich the sentiment. Tiny orna- 
ments of a romantic type also height- 


en the mood 


e Magazine Captions 

sub-titles for romantic fiction, fash 
on articles, wild westerns, mystery 
thrillers and rustic tales acqg 
more punch when set in these ex 
pressive faces. They also add to the 
general decor of the page Scream 
hiss, roar and thunde1 they can di 
all that! 


e Juveniles Quaint faces have 


certain bizarre and naive qualities 


that confer a touch of fantasy t 


stories for young readers. They can 


be worked into the drawings, used as 


chapte1 heads, etc. As for the 

( apitals that are available, the 

al 

themselves to picturesque 

These legend-laden types can 
made up into title pages that imm 
diately give a story a Stamp ol 


pending wonders 
Craftint Produces Chart 
Showing Alphabet Faces 


A wall chart showing the Craf- 


1 c } 1 1 
Type line If-adhering alphabets 


numerals and symbols has been pro- 
duced by Craftint Mfg. Co. (Cleve- 
land). The chart shows the patterns 
now available in the expanded Craf- 


Type line 


a : . ‘ 
The self-adhering letters | 


matte finishes which assure glare 
free reproduction. They are avail 
able in a variety of sizes. The 22x25 
chart should be valuable to 
vertisers, art studios, ad agen 
engineering departments and 
ducers of direct mail pieces 


March, 1954 


Announce Three New 
Copyfitting Systems 


If you aren't too happy about your 
old method of copyfitting, don’t fret 
Three new methods have just been 
each designed to make 
the problem of fitting copy easier 


introduced 


Each of the new systems repre- 
sents an advancement ove! previous 
methods. While all aimed at the same 
objective, each of the new systems 
is different 


> The first of the methods intro- 
duced is the Typo-Chart, a copy-fit- 
ting slide chart that shows char- 
acter per pica for more than 300 
typeltaces in sizes trom 5 to 14 pts 
It is produced by Typecraft Studio 
(Chicago) and sells for $3 


Typo-Chart consists of a 5!2x11!2 
cardboard sleeve containing a slight- 
ly smaller card printed to indicate 
typelaces, sources ol > Taces nad 


racters-per-pica by point size 
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copv block 


been designed by William 
production manager of Hanly 
& Montgomery, New Yo 
It is being produced by Cass 
Dm. 23) 
Ty} Cal 


ng of curre? 
yvpetaces 
The calculator 
quick turn of 


average 


number 
various pica measures Io! 
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CLO LAUR a 


Any color 
any place 


any time 


The Kodak Flexichrome Process is a 
graphic arts medicine man. For, with it, 
your photographer can change every color 
in an existing photograph, alter but a 
part, or convert black-and-white pictures 
to color prints having true photographic 
gradations. This process does not merely 
tint a black and white; rather, it replaces 
the monochrome image with the 
colors of your choice. 

Flexichrome prints now make 
possible full color reproductions of 
past events even though the only 
available records are in black and 
white. It is one of Kodak’s five 
ways to color, examples of which 
are reproduced regularly in the new 
quarterly publication “Applied Pho- 
tography,” available free to adver- 
tising and editorial people. A post 
card will add your name to our 
mailing list. 


AAR TIS 


KODAK'S 5 WAYS TO COLOR PHOTOGRAPHY 


1. Ektachrome Film: Superb color, brilliant or 4. Ektacolor Film: The starting point for display 
subtle; transparencies for photomechanical re- color transparencies of excellent quality and any 
production. 2. Dye Transfer Process: You see size. 5. Kodachrome Film (35mm): Projection 
your photographs on paper—as they will ap- slides of exceptional sharpness. For presenta- 
pear in print—efore reproduction. 3. Flexi- tions, for selling, or for teaching. 

chrome Process: Create photographs in the colors Your photographer knows how to handle 
of your choice—from black and white, or color. them all. 


EASTMAN KODAK COMPANY, Rochester 4, WN. Y. 


Advertising Requirements 





e ad required a “slightly 
wicked” woman .. . She had 
to be coquettish and 
bewitching without being 
too sexy. The solution 
developed by Hicks & Greist 
presents an interesting 


advertising case history. 


One of the most difficult background for displays set 1 it yf men 


the world for two strangers to dis- homes where sales parties are held Wicked’s” 


cuss is sex. It’s easy for an ad to ex- for neighborhood women: handing suasion upon 


+ 


press the sexual allure of a product out reprints to those at the parties pressed just 


na conventional way. But when that to show that the perfume is “nation- could not be said openly 


ad is to be used as a point of pt ally aqd\ ertised,” and 


nd ing them pitch to a group of prospecti 


1 ] 7 ] 
chase sales piece by women selling daoor-openers in hasers at point of sale 


in the home, it becomes a hot potat: tacts and arrang 


This was the problem Hicks & 
Greist, New York gency, Was tacead 


> The answe) 


came out I n ol 


with in producing an ad for the Paul 
D. Newton Co's. perfume, “Slighth) 7 | ye a 99 
yo 99 ore : ; a the wee hours. The idea was to make name “Slightly Wicked sone 
Wicked.” The solution was unique aa f ie 
fun of the powers of the perfume be coquettish, bewitching, y 
but not too much fun be that red-blooded American 
A proclamation was written in the with whom any 


those long sessions that go on nto woman who perso! 


First, account executive Charlie 
Skoog and Bob Edens, copy super- customer would 
stvle of English used in New Eng- glad to identify herself 
be sold on the basis of sexual allure, land in the 1600's. With 


visor, decided that the perfume must 


mock seri- This beautif 
the time-honored appeal. But how to ousness, this Salem proclamation burning the p1 
do it without incurring one single 


forbade any woman to use the per- chambe1 


ue and doing so W1tN all 
fume “Slightly Wicked.” Moreove delight, 
sale? it 


fam: vc ved oO} } { ] 

female’s outraged scorn at point of mockery, cunning 

1 d \ } F al 14 

damned any woman who dared deviltry her eyes could express 


I 
1 


The “point of sale” use of the ads with the punishment of being per- Artist John Scherer and phot 


includes using easeled reprints as the petually surrounded by all manne rapher Tony Venti combed the 
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Gives You: 
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FRANKL COLOR 


eeting deadlines 4, Duplicates ‘ 
riginals §. Color prints in quan- Ye 
y 6 ANSCO-authorized. , 
Consultation Service For Your Color Problems 
Write for information or price list 
Phone collect for estimates 
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MAJOR 
PHOTO CO. 


1210 N. CLARK ST. 


CHICAGO 10, ILL. Setting Up the Sh 
Michigan 2-5651 Vent 


GLOSSY PRINTS 
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Cr Me 77a 
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without cettina 


looking for just the right gal. When 
model Jackie Hayes was selected, 
she was so intrigued with the prob- 
lem that she spent hours in the li- 
brary researching the clothing and 





Continuities + Comic Strips + Light Illustrations 


Spots « Comic Books + Booklets + TV Story Boards 
DON KOMISAROW STUDIOS 


11 West 42nd St. 
NEW YORK 36, N.Y. LAckawanna 4-1590 


mannerisms of the people of Salem 
in the 1600's 





> The parchment for the proclama- 
tion itself was selected from hun- 
dreds of samples. In the course of 


How Advertisers Use Photo-Reports burning the parchment, it was found 


(icicles that today’s candles don’t look like 


Sickles gets pictures and reports the candles of Salem in the 17th 
for Advertisers and Editors 


Sent tee Santee century. Fortunately, a present day 





SICKLES plumber’s candle was found to be a 
Photo-Reporting Service perfect imitation 
38 Park PI., Newark, N. J. It took three hours and twenty- 
MArket 2-3966 . 


five different shots before a satisfac- 





tory photo was made. Even then, the 


TO IMPRESS V.LP.’S... 
dress up + photos 
& layouts 
Wand artwork 


ANNIVERSARY SERIES 
MAT BOARD crescent 


CHICAGO CARDBOARD COMPANY MAS” 
1240 N. Homan Ave., Chicago, Ill. \ 






SEE YOUR ART MATERIAL DEALER TODAY! 


ot Art director Bob F 
prepares to shoot the pict 





shadow of a man smoking an 
church warden pipe had to be re- 
touched into the background to fu 
ther prove the allure of “Slightly 
Wicked.” Several sheets of parcl - 
ment were ready in case they were 
needed, but it was found that ons 
sheet—careful ili 
each shot—did the job 

But all the time and effort 


lx 1 + f 
Ly sn ea ou alte 


worth it, for the final ad does just the 
job it was intended to do sell sex 
without being over sexy, so to speak 
A. G. Winfrey, president of Paul D 


Newton Co. creators of Peggy New- 


ton Cosmetics, reports the ad was a1 


immediate smash hit with field per- 
sonnel and sales of the pertume 
Slightly Wicked” are nothing short 
t slightly sensational! 44 
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Unusual Photo for Westinghouse Appliances 
Creates Amazement in Advertising Circles 


One of the most interesting adver- in various phases of the arts and 
tising illustrations of 1953 created sports had somehow gotten togethe 
considerable astonishment when it in one large photo, which of course 
appeared in Life and Saturday Eve- included several Westinghouse prod- 
ning Post spreads. The photo, pro- ucts. The main theme of the ad was 
moting a variety of Westinghous¢ to show that all of these people act- 
electric appliances, featured 12 ce- ually used and knew Westinghouse 
lebrities and eight “extras.” It was products. Actually they were all 
difficult to believe that so many owners of the products. 
prominent personalities could be The photograph was shot in the 
brought together for one picture studios of Pagano (New York) 

As a matter of fact, they were not Actually only six of the twelve well 


The photograph was a masterpiec« known personalities were present at 
of actual photography and stripping Pagano. These were Johnny Mize of 


of getting the right characters prop- the New York Yankees; Betty Fur- 


erly arranged and of coordination ness, one of America’s tv personali- 
among a number of people who ties: Bert Lahr, the well known co- 
worked together successfully to pro- median Sir Ce dric Hardwicke, re- 
duce one of the most expenslive¢ nowned star of stage and screen 
photos ever made. The personalities Gladys Swarthout distinguished 
shown in the photograph are well mezzo-soprano, and John Brownlee 
known to all. The actual mechanics Metropolitan Opera star. The othe: 
nvolved pernay} r is t- not iphs were taker I H = 
no oO 11 ot al c stand ryt od and the ct yped n sepa te- 


Amazing Photo T “ fy tstand eli mvvaskia ales 


the ' : ze : ere > Wr y+ Ronald Re 


March. L951 


30,000 watt seconds. The photograph 
is said to be one of the most expen- 
sive pictures ever taken for adver- 
tising purposes 

Endorsements Inc (New York) 
handled the celebrities used in the 
picture. John Engsted and Tom 
Kelley took the Hollywood photos 
Fuller, Smith & Ross of Cleveland is 
the agency, with Stanley Patno, ac- 
count executive and A. J. Merkel 
art director. The advertising manag- 
er of Westinghouse Appliance divi- 
sion, is J. R. Clements 44 


Otfer New Camera Catalog 
3urke & James (Chicago) have 


just issued a new catalog des« ribir 


1 ] 

and illustrating cameras, lens and 
a 

otner photographic equipment ine 

comprehensive catalog includes 25 


—_ } 
full-color pages showing a vai lety ol 


cameras, projectors, enlargers, et 
The 1954 edition of Burke & James 
96-page catal ¢ 1S available to iIn- 
terested artists, pnot ygraphers a 
aamel! 


Giant Ektacolor Display 
Produced by Ken Schmid 
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es FIRST ANNUAL 


or ALL Tee Beet 


“CLIP BOOK” SPOTS 


$5000 in ORIGINAL ART 
500 Different Spots 
All Classified, Only $10 


Now in one big book you get more 


than 500 line drawings . . . sharp black 
and whites for your offset paste-ups 

Smart drawings by a dozen top free 
lancers. Scratchboard, decorative, humor- 
ous, realistic! Just a single spot is worth 
more than the cost of the entire “Annual.” 


You get 48 printed pages . . . each 
8 x 5 inches, in jet black on glossy 
“Kromekote."” At least two pages on 
each of 21 classifications. It’s quick and 
easy to find what you're looking for 
even easier to select the ideal spor, clip 
it out and paste it down 


© ANIMALS « ANNOUNCERS © AUTUMN 
© CHILDREN e CHRISTMAS © COOKING 
« COUPLES « CROWDS © GIMMICKS 
e HOLIDAYS « HOME e MAIL ORDER 
° MEN © OCCUPATIONS © OFFICE 
¢ SPORTS © SUMMER © TRANSPORT 
e THRIFT © VACATIONS e WOMEN 


Send your purchase order or check 
10 today! Satisfaction 


. , 
for $1 Guaranteed 


HARRY VOLK JR. ART STUDIO 
800 Central Bidg., Atlantic City, N. J. 


How to Cut 
PRINTING COST? 


Here’s a FREE Idea Kit! 
Loaded with job samples to show 
how you can make mailing pieces, 
forms, promotional pieces, and 
form letters do a more effective job 
in black-and-white offset. 

Helpful material included on use 
of cold type, how to buy printing, 
RCS planograph price list, and use 
of photostats. 


Send for your Idea Kit today! 


OFFSET PRINTERS 


Div. of Rapid Copy Service, Inc. 
123 North Wacker Drive 
Chicago 6, Illinois 








Giant Transparency . . . This huge 


& 7" 
x/ 


Ektacolor transparency was a stellar 
attraction at a Motorola distributor meet 
ng. Model Tudy Golden poses beside her 
nearly lifesize figure in the huge display 
Ken Schmid Studio produced the displa 
reportedly the largest Ektacolor trar 


ency ever produced in the Midwest 


from matched panels, joined by a 
special medium so that the joints 
were virtually imperceptible at 
normal viewing distance. The studio 
says that with this new technique, it 
is possible to produce similar dis- 
plays of practically any size — for 
example, 20 or 30’ high and 100 o1 
more feet long. The Motorola dis- 
play was fluorescent lighted, but the 
studio suggested that cold cathode 
lighting be used for larger displays 

After the Motorola distributo1 
meeting, the big Ektacolor display 
was transferred to the studio’s show 
windows. 44 


New Pastel Pencils 
Introduced by Swan 
An adaptabl 
pastel pencils, especially suited fon 
fine line work, has been introduced 


by Swan Pencil Co. Inc. (New 
York). The new pencils—of simu- 


useful new line of 


lated colored charcoal—are being 
produced in 12 colors 

The company reports that the 
pencils can be used wherever pastel 
technique is desired—for many 
types of artwork, visuals and map 
marking. The pencils also write on 
blackboards and greenboards. They 
are uniform in color and density, 
and can be used with art fixatives 
The company plans to add 12 more 
colors to the line in the near future 

Further details are available from 
the company 


JUST OUT! 


GET YOUR COPY’! 


bod cuved * Underwood 
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UNDERWOOD & UNDERWOOD 


319 East 44 Street 646 North Michigan Ave. 
New York 17,N.Y. Chicago 11, Illinois 
Gentlemen 

Please send me a copy of your new catalog, 
“Underwood Reserve Illustrations, Ninth Edition,” 
showing a representative sampling from among 
thousands of new stock photographs now available 
I enclose $1.00 to cover cost. 
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Excellent Sources of Supply 
for many fields 


appear in AR’s special section — 


“Preferred Sources for 
Services and Supplies” 


| see page | 
| 106 | 
this issue | 


Make it a habit — 
turn early to this section 
for useful information about 


a variety of resources 
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XN. W. Ayer & Son has devel- 


oped a practical system for 


000 
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filing odd lengths of motion pic- 


ture film... the solution to a 




















taloe, common advertising problem. 
Jition,”* a 

Simple Operation &. Jebrod. film department mar 
silable. ; p WA 9 Ni, r * 





l 
| 
| 
| 
| 
| 
among | 
| 
| 
| 
| 


— By G. D. Gudebrod source of negatives, clearances on the film librarian lets the film supe 
Film Department Manage music, et visor assign the next number in the 


N. W. Ayer & Sor Sai a a | 3 s to the spot in question. Th 
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A TECHNIQUE FOR 
PRODUCING IDEAS 


Where do the moneymaking ideas 


those ideas which make 
successful novels, radio programs, 


come from 


moving pictures, sales campaigns 
and businesses? 

James Webb Young, one of the 
highest paid idea men in the ad- 
vertising business, set out to answer 
this question for his students at the 
University of Chicago. The result 
is a little book which you can read 
in an hour but will remember the 
rest of your life. 

In the simplest and clearest of 
language Mr. Young has succeeded 
in describing the way the mind 
works in all creative people. He 
gives you the formula which they 
consciously or unconsciously follow 
in producing ideas. He shows you 
how to train your mind so that idea 
production is, as he says, “as definite 
as the process by which motor cars 
are produced 5 

Enthusiastically endorsed by sales 
managers, editors, advertising men, 
salesmen, business executives, col- 
lege professors and students who 
have read it. Send for youn copy of 
A TECHNIQUE FOR PRODUCING 
IDEAS now. Only $1.25 postpaid 
10°, discount in quantities of 10 o1 


Advertising Requirements 

200 E. Iinois St., 

Chicago 11, Ill. 

Gentlemen: 

Please send me on 10-day money- 
back guarantee .copies of “A 
Technique for Producing Ideas.” 


Enclosed is $ 
Name 
Company 
Address 


City Zone... .State 








Producer: XYZ Film Company Date Acquired: 8/20/52 
| 
ia ‘ 
Music: Stock = ABC Library Date Released: 8/30/52 
SAG Class A CC PFogram spot. | 
Other Restrictions: 
Date Withdrawn: 10/10/53 Reason: New Car 
Subject: Hy-Drive with Savoy 
CLIENT CODE FILE# 
R R Q 
8-13,481 8 
| 
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How It’s Done N. W. Ayer's film f system utilizes two file d 
ndard identifying card made out by the film lit card 2 back 
ompany's Kardex er d tells where t print is at t eve f 
1binet 


> When the commercial is finally 
finished and approved it then goes 
into our master file. The steps are 
as follows: 

1. The print is given to the film li- 
brarian. Her first job is to make out 
a filing card (illustration 1). 

2. This card is immediately backed 
up in our Kardex System by another 
card (illustration 2). This is merely 
to keep the record straight so that 
we know where the print is at all 
times—even if it is not in the filing 
cabinet. 

3. The film librarian puts the film on 
the sound reader and viewer and 
makes out an “as produced” script 
Copies of this are sent to copy de- 
partment, client and such stations as 
demand it. Another copy is handed 
immediately to the film supervisor 
on the project for inclusion in his 
production file. 

4. The film is then added to the reel 
of Plymouth spots and placed in the 
film cabinet. 


> The final step in keeping a com- 
plete record of television film com- 
mercials involves the production file. 
This is the responsibility of each film 
supervisor for the projects on which 
he works. This is a relatively slim 
folder which contains the following 
information: 


e Preliminary budget 


e Memo of preliminary estimate to 


client 

e Client authorizatio: 

e Asapproved script 

e Storyboard (if any) 

e Copy of contract with producer 

e Copies of talent contracts 

e Copy of client okay on completed 
film. 


e SAG control sheets and reports 


e Copy of final billing to client 
e As produced script 


e Production schedule sheet show- 
ing dates of various steps 

This production file remains in a 
normal 8x11” folder for future ref- 
erence to provide a quick answer to 
any questions. 

The combination of the print, itself, 
with its coded identification and the 
production folder, which gives its 
pedigree and life history in detail, 
will answer almost any question 
Physical facilities required are kept 
to a minimum (one Kardex cabinet, 
one film filing cabinet, one regulation 
office file of standard size). Time re- 
quirements are one part-time film 
librarian who doubles in brass as 
secretary. 44 
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Compact Sample Kit se by 


Beirug M O10 


nple of + entire 


Belrug’s Sample Case 
Helps Retailers Sell 


A portable, Suitcase-like Sample 
case that includes a reversible dls- 
play panel tor demonstrating prod- 
ict features has been designed by 


Belrug Mills (Greenville, S. C.) for 


retailers and manufacturers’ sales- 
men 

Based on ideas offered by retailers 
themselve ~ the Case S large enougn 
to include samples of Belrug’s com- 
plete carpet line, while the 17x19 


display panel holds Be li ig’s 15 dec- 
orator color wheel on one side and 
isual display of 
ompared with competitive products 
n the other 
On the inside of the sample cass 
cover are lists of various grades anc 


sales features of Belrug’s 


Wide-Screen Peps Up 
Report to Stockholders 


One way you can pep up an an- 
} 1.1 1 
ual report to stockholders is to pre 


sent it in movies with wide-screen 

Southwestern Public 
Service Co. (Dallas, Tex.) used a Ra- 
diant “Curvex” i 
15’ wide with 


projection 


screen 6 high ana 
16mm film to tell its 
story 

The wide-s« reen projection 1S used 
as a traveling show, and is easily 


portable because the silver fabric is 


olled into a metal case and _ the 
‘urved, aluminum framework folds 
compactly 

Highlights of the film on wide- 


turbines 
and the company’s plants located in 


screen are the huge steam 


the Southwest. Close-up aerial views 
are used to advantage 44 
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\dmatic Announces 
Sound Attachment 


A synchronized sound attachment 
to operate in conjunction with its 
automatic slide projector has been 
announced by Admatic Corp. (Chi- 
cago). The unit consists of a tiny 
combination tape recorder and player 
with a three-minute tape, synchro- 
Admatic slide program 

Weighing less than six pounds, the 
sound attachment is 6142x5°4x510” 
and may be placed within the ma- 
chine, on top of it, or elsewhere. 
Tapes of 120, 90, 60, 30 and 15-sec- 
onds are available. 

For complete information, write to 
Admatic Corp., 70 W. Hubbard St., 


Chicago 10 44 


Effective Format 
Has Many Uses 


To insure maximum use of what 
! 1 
t calls a work print the F 
] fo 

Council of America prints its bi- 
WEEKLY publication Ri snes on one 
side of a olexli!4 galley sneet 
The “work print” is designed to be 

pped, marked up, routed in part 
I Vnole tacker Ip Or a bullet 
Oz t be Sé i 





fact, that the user finds need for 
‘Use hd Says FCA “That’s the Ke 
phrase. Don’t file it—unless you file 
your newspapers!” 
The publication 
news and items of business and edu- 
cational films, film people and place 


industry news. In- 








nall 





»>sneet containing a feature 
distributed t 


vorkers in the educational and com- 


hilt ling 
ponsors isers distributors aqau 
educ: & ¢ pment mar ‘ a 
+ 
Ss. € 
Copies are available fr« Filn 
( ( ‘ 600 D s St 
Evanst I 44 
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BOLEX 3-D BUSINESS MOVIES 


More and more biz-movie producers and 
their clients are tumbling to the terrific 
impact of 16mm 3-D taken with Bolex 
equipment and the new close-up lenses. 
For example, R. W. Moorhead, Jr., Vice 
President, Brown-Forman Distillers Corp 
has this to say of a recent company sales 
meeting: 

“Bolex 3-D really stole the show . .. 3.000 
distributors and salesmen... nothing could 





16MM INDUSTRIAL MOVIES 


equal the brilliance and realism of this film 


a very definite success!” 
Investigate this gripping technique through 


talk to a Bolex Franchised 
Dealer about its possibilities in the hands 


produc ers 


of both studio cameramen and your own 
plant photog. Then get set to prove to 
yourself that 3-D BUSINESS MOVIES 
MEAN BUSINESS! 


plete with Bolex H 
DeLuxe camera, 
and proje. tor le nses, SCreer 
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Projector Accommodates 
Conventional, 3-D Slides 


Compco Corp. (Chicago) has an- 
nounced a dual purpose projector 
that accommodates both conventional 
and stereo slides. The changeover 
from standard 15gx4” stereo slides 
to 2x2” conventional slides is accom- 
plished by removing the polarizing 
filters, located outside the lamp 
housing—an exclusive Triad fea- 
ture, according to Compco. 

Other features claimed by Compco 
include individual lamp switches that 
permit use of either lamp independ- 
ently of the other, easily-operated 
ejector buttons at either end of the 
slide carrier, simultaneous focusing 
of both lenses by means of a focusing 
control at the rear of the housing 
and a slide carrier that operates 
from either side and automatically 
blacks out the image momentarily 
to eliminate movement when slides 
are being changed 

The complete projector and kit in- 
cludes a detailed guide book describ- 
ing operation of the projector and 
slide-making and mounting tech- 
niques, two pairs of Triad viewing 
glasses, an extra slide carrier, a pre- 
showing test slide and two 500-watt 
pre-focused projection lamps. 

The projector is priced at $229.50. 
The carrying case is $25 and addi- 
tional Polaroid glasses are $4 each. 
The projector requires use of an 
aluminum surfaced screen, which 
is available in various sizes from 
dealers. 

A flyer giving complete details is 
available from the company. 
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Audio Digest This reel of magnet 
ording tape represents that latest ‘put 
ition’ designed to convey important pro 

essio ormation to doctors. It may eas 
estabiisr potter C v ety of similar 


Recordings Used for 
New Medical Digest 


A “publication” which may easily 
establish a pattern for a variety of 
similar efforts has been developed by 
Jerry Pettis, public relations man 
for the California Medical Assn 

Mr. Pettis became troubled by the 
vast amount of valuable professional 
information published almost daily 
for consumption by doctors far too 
busy to absorb more than a small 
portion of it. 

Back in the horse and buggy days, 
the doctor kept up with the medical 
journals of the day by reading as he 
drove from call to call. Old Dobbin 
kept a watchful eye on what traffic 
there was. Today, however, with 
more publications and less time fon 
reading, the modern general practi- 
tioner is hard pressed to follow the 
latest developments. No longer can 
he read as he drives, for the high- 
powered automobile needs a hand 
on the “reins” and a watchful eye 


on the road. 
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> Nevertheless, the fact that the only 
non-productive time in many a doc- 
tor’s day is time spent in his car 
Thus, if reading was out of the 
question, Mr. Pettis reasoned, why 
couldn't the doctor listen? 

Mr. Pettis decided he could, and 
Audio Digest was born. Issued on 
hour-long reels of recorded tape, the 
new publication features approxi- 
mately 30 digested articles selected 
from the entire field of medicine with 
special emphasis on articles of value 
to the general practitione: 

The recordings can be listened to 
during moments of relaxation, on a 
tape recorder at the office or home, 
or on tape recorders designed for 
listening while driving 

In December Audio Digest was 
turned over by Mr. Pettis to the Cali- 
fornia Medical Assn., which prompt- 
ly moved to broaden the scope of the 
venture to include not only the gen- 
eral practitioner, but the specialist 
and the medical student as well 

A new technique similar to that 
used in translating speeches in the 
United National assembly—will be 


used to provide tape re ordings of 
the materials in several foreign lan- 


guages. 


> Tape recordings are rapidly grow- 
ing in popularity as a means of rela- 
tively rapid communication. Several 
groups are using them to Issue regu- 
lar reports to members. For several 
years, individuals have used them to 
eliminate tedious letter writing 


Tape recorders In automobiles are 


also growing in popularity. Several 


free lance writers are using them 
regularly to dictate the first draft of 
their stories as they drive from one 
assignment to another. The recorde: 
is turned on and the “writer” merely 
dictates as he drives. with no need 
to touch controls 44 


Bulletin Tells How to 
Splice Magnetic Tape 


sota Mining & Mfg. Co. (St. Paul, 
Minn.) tells how to solve problems 


A three-page bulletin by Minne- 


involved in splicing magnetic tape, 
with specific attention to splice weak- 
ness, loss of recorded signal because 
of poo! head contac t. and sticky lay- 


ers caused by adhesive transfer 

Detailed instructions are given for 
properly splicing magnetic tape for 
audio reception and fon splic ing crit- 
ical recordings used in compute1 
work and instrumentatior 

Anothe section 1s devote d to ty pes 
of splices recommended for use with 


sprocketed magnetic film 
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ing value.” This power to really stop 
MORE and hold the attention of the passer- 


by is based on his seeing what ap- 


KA t ve { | seemingly impossible thing like a 


smiling face floating unsupported in 


MERCHANDISERS =" 


parently is a “minor miracle” 


> Seeing the impossible is always an 
enjoyable shock. The least the ad- 
vertiser receives as his reward is a 
complete lack of indifference from 


Kreisler 


merchandiser—sel f-salesman the passerby. 





suo -* 


¥acuul 


n-formed and velvet covered dome 
yn wood base with turntable displays the 


watchbands. Complete stock of 5 doz. bands almost invisible nylon net to which 
self-contained in drawers set in back of unit these hands are secured. A passerby 
will glance at 


Krue oer what the movies call a double take 


then comes 


3-dimensional beer display 


what Calvert 





moving sign 
siete en 1} . 9 
Vacuum-formed and silk screened by Merit One 
n metalized acetate. Half round bottle vacu 
im-formed vinyl with actual labels. Choice 
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pressure-sensitive or easel backs tomer, read 


Kessler 


fishbowl novel back bar display 





Oo 
va m-formed styron with authentic iures aa 
reproduced in relief. Fish effect reproduce \ 
on iridescent vinyl insert so that display can 
be used with or without live fish ‘ 

f > 
All under one roof in Merit’s new expanded a 
plant: Designing, Vacuum Forming, Silk 
Screening, Die Cutting, Mounting, Finish- | 
ng, Fabric Covering, Woodworking, As- 


f 
Lim 











Phone, write, wire for information on 
Merit merchandise Lisp lay and Blister-Pak 


packaging services 


Note new address: 


MERIT 


DISPLAYS CO. Take it out!? 


McLean Blvd. at 26th Paterson, N.J. 
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printed on the apron, upside-down 
and backwards, and is reflected into 
the center of the iron so that the 
prospective buyer thinks she sees it 
in the iron itself. 


enough to make the prospective buy- 
er forget what the display is adver- 


magic in displays: Control by good 
judgment does not allow a too at- 


Magic takes 
cannot be defined completely Fe 
short article. However, several ex- e The last in the series of examples ) 
cellent examples of 


plays are shown here. 


e First, we have the Calvert display, 
in which two 
the middle of the air. Even when ex- 
amined closely, one cannot see 


caused the hands 


air. That also gives him 


e In the General 


motion display, 


~ 


tricks: The first and more obvious is 
the way a sign i 
side, allowing 
panels to emerge alternately 
and the two copy panels, whic 


play peek-a-boo” 


side and “Dry” ri 
When the buyer stops to see 
iron, she sees another strange thing 
in the mirror-like side of the iron 
reflected the 
It seems to be somewhere inside the 


iron, but actually 


\ 
VV | } 
By j 





That display's still 
selling suntan cream!” 


ieee ; Par 
This intriguing trick is just enough 

. Wa 

to interest and amuse, but not ; 
n¢ 


; ot : pla 
tising. This is a prime requisite of 


tractive idea to defeat its owr pur- Nc 


pose. 


{ magic in displays, is the U. S A 
Rubber Air Foam Mattress display tha 
Here, to show that an air foam mat- is } 
tress makes you feel you are floating Dis 
on air, we had the whole mattres | 
floating on a cloud, apparently with- el 
out support u 
This effect is most n vstify ng 7 
Actually, there is a hidden easel h 
vhich is scientifically designed t 
be directly outside the line of visior Ar 
behind the mattress This is a yh; 
simple, pictorial way of saying, “You ype 
will float on a billowy cloud wher 
you sleep on an Air Foam mattres H 
The advertisers who use magic 
their displays all agree that the ( 


magic in Qa 





Holeproof Launches New 
Window Display Contest 


After the success of last year’ 
“Caribbean Colors” contest (Apri 
AR, page 21), Holeproof Hosiery Ci 
(Milwaukee) decided to launch 
new contest. The lingerie store win- 


dow display contest for this year wi 


| 

be built around the theme, “See 4 

Yourself in Luxite’s Hawaiian Hues | 
*lans for the Luxite contest have 

beer set ip Oo pre ae S es I 

a spl. \ atel als sucn is trave 

posters etc SImuar to tt Se pro- 


ided last year. Contestants will be 


divided into three groups, according 

to their overall sales volume. Iden- 
a ‘aig 

tical prizes will be awarded in each 


o! the eroups 


=e | 4} 


First prize will be a $500 savings 
bond and a $100 savings bond: sec- 
md prize is a tv or radio-phonograph 
set and a $50 savings bond: thi 
prize is a $100 sav gs bond and ; 
$25 savings bond. Prizes will go to 
the two people most respo! ible 
creating the \ ny ! V naow = 
play 
> To aid their retailers in planning 


displays, Luxite has made arrange- 
ments with Orchids of Hawaii Inc 
to supply three types of promotional 


sits for the use of stores. In addition. 
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Luxite will furnish suggestions for by Alfred Hailparn, Old Hickory 

own . . 1 

nt the guidance of competing stores as merchandising director, and Frank Y 
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t] well as full color posters, trave Rasmussen, art director of Magill- tw. | 
ne = > 
folders and baggage tags. Matsor Weinsheimer (Chicago). Motion en- 


‘ \ 7 
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, Navigation Co., Northwest Airlines sineering and production was done Ps e 
Pan-American Airlines and Ha- by Haft & Sons Inc. (Brooklyn) and SF Ke 

ugh ; ; 3 ‘eas 
waiian Visitors Bureau are cooperat- Magill-Weinsheimer produced the ti i 

not ; Ww 
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ing on the promotion finished display. .s Cw A 
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pro- e Effective, full, correct silent motion assured 
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* No electrical outlet needed 
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HOLDS 


Easy Way to 
Stay on the Ball 


Dozens of readers, and advertising 
agency executives in particular, have 
written us to the effect that Advertising 
Requirements is one book that enables 
them to stay on the ball. The president 
of one New York Agency, for example, 
says “Advertising Requirements is help- 
ing me to keep my staff up to date. I 
am requesting that all creative and pro 
duction personnel read it thoroughly.” 
If you have any doubts about seeing 
every issue, we suggest you use the 
reply card in the front of the book to 
enter your own personal subscription 


at once. 
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Hankscraft Issues Handy 
Motor Operating Manual 


How to install and operate the 11 
basic models of Hankscraft battery- 
operated display motors is covered 
in a new manual put out by Hanks- 
craft Co. (Reedsburg, Wis.). The 
manual also gives a complete de- 
scription of each of the 11 models 

Diagrams and photographs illus- 
trate the instructions and explana- 
tions in the booklet. Of special 
interest is a list of 12 points to 
check if the display motor gives 
trouble. Another section of particu- 
lar interest is the special motor ap- 
plication This 
shows how the motor units can be 


diagrams section 
modified to create unusual action 
for example, to activate an “arm” 
and a “pan” in the motion of flip- 
ping a flapjack 

Instructions on balancing the 
motor and the moving piece, fre- 
quency cycles, how to pack a unit 
for shipping and maintenance of the 
motors are also included in the 
manual 


Offer Reminder Cards 


Colorful display cards which re- 
mind customers to carry small pack- 
ages are being offered as a Card-of- 
the-Month service by Sturm Stu- 
dios (Syracuse, N. Y.). Each of the 
12 cards in the series is silk screened 
in bright colors on 512x7” cardboard 


stock. Cartoon drawings 


illustrate 
the reminder slogans and each card 
is illustrative of one of the various 
buying seasons. Prices range from 
$7.50 for 50 cards of one design to 
$20 for 400 cards of one design. Sam- 
ples and a circular describing and 
illustrating the 12 


ble from the company 


] ] 
cards are avalla- 
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small quantities 
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Company Expands File 
Of Display Examples 
Gibraltar Corrugated Pape: Co 
(North Bergen, N. J.) has expanded 
its portfolio, “R for Rising Sales 
by adding several new examples of 
successful displays to the original 
dozen. The examples of display mer- 
chandisers have been collected in a 
be 
{ 
ne 
th 
G 
a 
handy, file-tabbed reference port- 
folio. Each of the examples is de- 
signed to offer idea material for 
preparing point of purchase displays t| 
The portfolio is made of heavy b 


corrugated cardboard with an at- 
tractive two-color cove) 
illustrations for 


It contains 


displaying items 


ranging trom bee to toothpaste 


Each of the examples is shown on 
a separate sheet with complete de- 


scriptions of dimensions, colors, et 





The file also contains reprints of the 
latest Gibraltar ads 
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tl package design 



















projects are not 








necessarily big budget 
atiairs. This case history 
shows how a highly 
effective job can be done 


with limited ftunds. 
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‘ Good Package Design 
© *, Need Not Be Expensive 


By Jack Roberts part from the hackneyed cedar-box- t the point of sale by combin 
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design in Ladislav Sutnar’s “Package 
Design: The Force of Visual Sell- 
ing,” and its recent selection by the 
Council of Industrial Design in Lon- 
don, which has placed it in the or- 
ganization’s permanent photographic 
library 44 


Rayon Is New Fabric 
Used in Flour Bags 


The old calico feed bag has a com- 
petitor. Rayon in bright prints, 
stripes and solid colors now is being 
used to package flour, feed, meal, 
etc., the American Viscose Corp. an- 
nounced. Bemis Bro. Bag Co. (St 
Louis) and Chase Bag Co. (Chi- 
cago) are distributing the new bags. 

In addition to the durability quali- 
ties of rayon, the new bags have a 
special promotional appeal to women 
who use feed bags for sewing. Easy 
to sew, the new fabrics have a rich 
luster and good “drape” that sug- 
gest new home uses for textile bags. 

The bags will be promoted by 
American Viscose through home 
demonstrations and news releases to 
rural newspapers and agricultural 
publications. A special consumer 
leaflet giving instructions and ideas 
on how to sew using the new bags 
will be made available free to sup- 
pliers for their customers 44 


Six Merchandising Tips 
Outlined by Executive 


Packaging gimmicks 
that click are not as hard to find as 
is sometimes imagined, James P. 
Hopkins, assistant sales director, 
Milprint Inc. (Milwaukee), told 
macaroni manufacturers at their an- 
nual convention in Colorado Springs 
To prove his point, Mr. Hopkins 
listed six simple but successful ideas: 


promotion 


e Use a simple cellophane bag to 
move merchandise. Milprint gave an 
independent grocer, stuck with 60 
cases of off-brand canned peaches, 
1,500 cellophane bags. The company 
advised the grocer to stuff each bag 
with a can of peaches and build an 
island display with them. The grocer 
took the suggestion and sold all the 
peaches at three cents more than his 
original asking price 


e Appeal to children by incorporat- 
ing trading cards, story books, story 
cards and series pictures into the 
package design 


@ Promote main courses and dinners 
utilizing the product. For example, 
Mr. Hopkins suggested that the mac- 


aroni manufacturers combine a 


package of noodles, a can of tuna 
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Zip Package 
Jifti-Nap paper napkins doubles as a handy 
dispenser. The addition of ‘'Zip-Tape’ makes 


. This new package for 


the cellophane overwrap easy to open and 
the napkins handy to use. Zip-Tape, similar 
to tapes used on ret and candy pack 

yes, is applied down the center of the nap 
kin package. The center opening enables the 
user to remove easily any number of nap 


kins without destroying the dispenser-wrap 


per. Zip-Tape is a product of the Dobeck 


° 


Cleveland), which also designed 


Ina proaguced fhe package 


and peas in a printed polyethylene 
bag. 


e Package with foil to attract shop- 
per attention. 


e Reproduce on the package appe- 
tizing color pictures of the dishes 
using the product. Mr. Hopkins criti- 
cized the tendency in the macaroni 
business toward using red and blue 
packages so that all macaroni prod- 
ucts looked similarly dull 


@ Use character endorsements from 
cartoon and real life heroes on the 
packages. Mr. Hopkins suggested 
that particularly radio and TV he- 
roes of children were good bets. 44 


Sport Cars Now Adorn 
Kellogg Pep Packages 


Colorful replicas of sport cars are 
the latest package lure adopted for 
the backs of Kellogg’s Pep packages. 
Replacing the widespread pictures 
of cowboys or athletes on cereal 
packages, the new promotion is 
aimed at sport car enthusiasts, and 
is timed to coincide with the appear- 
ance of new American sport cars. 

Sixteen cars—including new 
American makes such as the Carib- 
bean, Corvette, and Wildcat and for- 
eign cars such as the MG and Jaguar 

will appear on the packages, one 
car per package. Engineering, de- 
signing and manufacturing specifi- 
cations, and records in races are part 
of the copy accompanying each car 
picture. The pictures are in color. 44 








Perfume Packages Suggest 
Variety of Design Ideas 


Lavish cosmetic packages to ap- 
peal to madame were a pretty fancy 
business long before many businesses 
were even seriously considering ad- 
vertising packages. Every year the 
designers culled from their imagina- 
tions a new line of frothy, whimsical 
and sophisticated packages for per- 
fumes and pomades. The results are 
stand-out packages—and a fine array 
of design ideas, highly adaptable for 
packaging products far 
from perfume. 

Cosmetic packages frequently are 
more than just attractive concoctions 
They demonstrate two other ele- 
ments of good merchandising: 


removed 


e Artfully highlight the brand 
name of the perfume or lotion. 


e Show effective use of gadgets 


>The seven examples _ illustrated 
were all designed by House of Har- 
ley (New York). Several of them 
are seasonal, while others were in- 
tended for year-round sales, but 
each contributes some unusual and 
adaptable ideas 


1. This special gift package is 
a four-in-one “accordion” carton 
created for the Harriet Hubbard 
Ayer division of Lever Bros. The 
hand-glued one-piece package con- 
tains four different cologne scents 
and folds into a cubical shape. It can 
be adapted to hold one, two, three 
or four items. The alternate teal blue 
and deep rose boxes were printed 
letterpress with transparent inks on 
silver foil and additional decorations 
in opaque white 


2. Another example of a packags 





“Gentlemen, our new Krispy-Krunchy 
cereal package with a built-in amplifier 
for the hard-of-hearing!”’ 
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lesign which carries out the “theme” 
f the product is this simulated en- 
velope package created for Warner- 
Hudnut. The set folding box contains 
Hudnut’s “R.S.V.P.” cologne and tal- 
um powder. Pink satin finish foil, 
silk screened on white and a pastel 
blue lace and satin ribbon bow give 


the package a “party” appearance 


3. This unique package for 
Products demonstrates an 
jramatization in the package of 
name of the product as well a 
ise of a gimmick to produce a pack- 
ige that is also a toy. Avon’s “Hand 
Guard” and “Hair Guard” for young 
boys was housed in this replica of a 

kingham Palace guardhouse. A 
panel in the front 
vackage produces 
iniformed guards who reenact the 
g of the guard.” 


yrapnea 


uses a die-cut butterfly perched 
yn top of the box. This construction 
s delivered flat retailers. Sales- 
arton 
»bard nosiery sé lected 
The Its “domed” 


atu 


I¢ ure * package 
brist 


bronze 


bli is unusual package, a Christ- 
a nas gi ‘m that also 
rnament tor the tree, 
by Harley f Beauty Counsel 
Cornucopia” toiletry line. Made for 


-to-nouse ‘ling, the package 


was designed to contain any product 


n the Beauty Counselor linge nat 
housewife 


ited in Chi 


6. For the Valentine season, Avon 
ised this simple folding carton de- 
igned to resemble an old-fashioned 
alentine mail box. The top is gold 
bronzed, the heart is red and the 
loral des Ss are lithographed in 
jue, red and gold on white bristol 


} 
yoara 


a. d rl ime box that is called 
he “Shadowbox” design and resem- 
les a miniature puppet theater is 

ised by Warner-Hudnut to market 

line of flower scent colognes. An 

ntertaining leature ol the design iS 

he two little doors in the front that 

Op Open, revealing the cologne bot- 

runchy .. The boxes were printed on dif- 
plifier erent pastel colored shiny foils in 
vhite, red and ¢g 44 
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Coloring Cards . . . This unique combi- 
nation package contains 18 greeting cards 
with cartoon artwork to be colored by the 
sender and eight Color-Tex pencils. The new 
package was devised by General Pencil Co 


Produce Greeting Cards 
To Be Colored by Sender 


A new package idea called Color- 
a-Greeting has been announced by 
General Pencil Co. (Jersey City). 
The new package consists of 18 
greeting cards, suitable for ten dif- 
ferent occasions including birthdays, 
invitations, get well, Easter, Mother’s 
Day, etc., with cartoon art treatment 
to be colored with General Color- 
Tex pencils by the sender. The pack- 
age includes eight Color-Tex pencils. 

The greeting card package retails 
for $2 and is being sold in stationery, 
variety and department stores. A 
complete sales promotion, coordi- 
nated by Creative Advertisers Serv- 
ice (Jersey City), which includes 
merchandising aids and newspaper 
support, is being offered to retailers. 

44 


Arvey Prepares Folder 


Illustrating Lamcote 


“Win... Place... Show . Put 
Your Product ‘Out in Front’” sets 
the theme for Arvey Corp’s new 
brochure describing and illustrating 
its transparent plastic packages. 

The colorful new folder utilizes 
clear plastic and laminated plastic 
film in the brochure itself, demon- 
strating the company’s products. It 
shows ,examples of Arvey’s three 
types of transparent packaging ma- 
terials—Lamcote “Showcase” pack- 
ages, Lamcote printed plastic and 
laminated foils and films. The ex- 
amples include “Showcase” pack- 
ages for such national advertisers 
as Wrisley and Hickok; printed 
plastic packages for Zion Fig Bars, 
and small individual foil containers 
especially designed for packaging 
liquids and powders. 


Clear Plastic Containers 
Illustrated in Brochure 


A line of rigid clear plastic con- 
tainers in a wide variety of sizes and 
shapes is described and illustrated in 
a brochure offered by Tri-State 
Plastic Molding Co. (Henderson, 
Ky.). Round, square, oblong, deep 
or flat, with compartments, etc., and 
ranging in size from 234” in diameter 
to 914x13'4x2'4” rectangular boxes, 
the containers shown represent 36 
different types. 

The boxes are fitted with a variety 
of closures including metal screw 
with hinged lid. The company, in 
addition to its line of stock plastic 
containers, also custom molds to 
specifications. 


gt 


Minor Improvement Sometimes 
minor improvements in a basically good 
package design will do wonders to sales 
oyd F. Weiss, sales manager, Perfect Foods 
Inc. (Lansdale, Pa.) remarked about a new 
package for his company’s Tritzels pretzel: 
Package on the right is the new design 
showing improved product illustration and 
more concise copy arrangement. The pack 
age was designed by Gilbert Banever and 


printed by Bartgis Bros. Co. (Ilchester, Md 


TV Tubes Sealed in 
Tamper-Proof Package 


Television broadcasters, who pur- 
chase RCA image orthicon tubes for 
replacement use, now have visible 
assurance that the tubes have been 
untouched since leaving the factory. 

Under a new packaging program 
initiated by the tube department of 
RCA Victor, general purpose TV 
camera pick-up tubes, destined for 
the renewal market, are being sealed 
at the factory in special tamper- 
proof, transparent, plastic contain- 
ers. A red seal, circling each con- 
tainer, must be broken before the 
enclosed tube can be removed. 

Individual packaging of these 
tubes is designed to provide maxi- 
mum protection during transit, dis- 
courage needless handling of the 
tubes and assure broadcasters that 
there has been no prior use of the 
tubes. 44 


Swan Hoses Packaged 
In Polyethylene Bags 


Garden and_ household utility 
hoses are being packaged in special 
reusable polyethylene bags created 
by Shellmar Products Corp. (Mount 
Vernon, O.) for Swan Rubber Co 
(Bucyrus, O.). 

The transparent Swan packages 
offer convenience in marketing and 
are reusable as handy storage bags 
for the hoses. The colorful packages 
contain an explanation of uses fo 
the two hoses. One, a garden sprin- 
kler hose, is equipped with brass 
couplings so that the user may com- 
bine as many sections as he needs 

Line drawings on the package fo 
the plastic household utility hos: 
illustrate home uses. Lettering em- 
phasizes_ that 
not harm this hose.” 44 


“scalding wate1 


Plastic Bottles Shown 


Examples of its line of unbreak- 
able, clear plastic bottles and jars 
are shown in full color in a brochure 
issued by Celluplastic Corp (New- 
ark). The vials—available in rigid o1 
flexible, polystyrene or cellulose ace- 
tate—are suitable for packaging a 
host of items, ranging from liquid 
and tablet medicines to tennis balls 

The containers are 


transparent, translucent and opaque 


available in 


colors in a variety of shades. Stock 
containers are produced by the com- 
pany in sizes ranging trom 

1°4” in diameter. Larger size 

be ordered. The folder shows mort 
than 40 examples of advertisers’ uses 
of the vials. 


ln. 
Gadget Package 


ICK es were deve 
gadgets—e 
sharpener— bu 
units or as p 
by Hinde & 


>a 0 


O.)}, the packac ited on light browr 
embossed corrugated board to simulate 

piece of luggage. Handles encourage shop 
pers to carry the packages with them. Inside 
the Swing-A-Way appliances are supported 


and protected by two die-cut packing pieces 
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How to Get 


Your Share of 


Free Television 


There may be “gold” in your old movies. Here's how 


several firms are editing their old tilms for use on tr. 
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Typical TV Film 


Here is the outline of a typical 
12-minute film for tv produced by 
combination of material from eight 
different Union Pacific films previously 
used for public showings. Other shows 
in the series have footage from as 
many as 10 different films. The title 
frame shown above introduces the 
show with the title superimposed over 
various action shots. No advertising 
message or company plug is included 
in the opening. 

@ Title—Western Wonderland 
Background montage includes scenes 
from ‘‘Northwest Empire,’ 
Sheep,'’ and ‘‘Wheat."’ 

@ Sub-title—Something for Everyone 
at Grand Canyon scenes from 
Painted Canyons’ and ‘‘Now We 
are at Grand Canyon." 

@ Sub-title—tThirsty Acres Now Pro- 
duce Bumper Crops 
“Thirsty Acres.” 

@ Sub-title—Cowboys learn New 
Tricks . . . scenes from ‘Cattle Coun- 
try'’ comparing old and new methods 
of handling cattle. This section con- 
cludes with a brief rodeo sequence 
@ Sub-title—tet's Learn to Ski 
Scenes from ‘ABC of Ski’’ show actual 
lessons on how to ski. 

e@ Closing—Producer’s credit and fi- 
nally the Union Pacific shield emblem. 


‘Western 


scenes from 


manufacturer who has an invest- 
ment not only in the original film 
but in the re-make cannot be ex- 
pected to be simon-pure. 

This problem of handling adver- 
tising content can be largely met 
by re-building the film in terms of 
public relations instead of advertis- 
ing . . . by dealing in “ideas” and 
“ideals” instead of specific products 

For example, the Union Pacific 
Railroad, which is pioneering in this 
new type of tv coverage, has pre- 
pared a series called “Western Won- 
derland.” The editorial policy of 
this series is to promote the West 
and things Western. In the entire 
series the words “Union Pacific” are 
never used in the narrative! The 
only connection is the restrained 
usage on sub-titles, and at the very 
closing, of the Union Pacific shield 
emblem 
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> This type of public relations tv 
program unit has proven very suc- 
cessful. Union Pacific estimates that 
its regular, full-length films have 
been getting some 40,000 to 70,000 
circulation per month, via showings 
to schools, clubs, etc. Now, with 
special tv editions, made from the 
same, identical footage, the railroad 
is getting better than 5,000,000 cir- 
culation per month free! 

William R. Moore, director of pub- 
lic relations for Union Pacific, who 
has been instrumental in the prep- 
aration of this series, predicts that 
before long “Western Wonderland” 
will reach a free tv circulation of 
10,000,000 viewers per month. Cov- 
erage such as that is well worth the 
small cost of re-building and re-ed- 
iting existing films 

One great secret of the success of 
these tv programs has been the fact 
that they have been released as 12!2 
minute units. Stations are in busi- 
ness for a profit too, and a 1212 min- 
ute program gives them an oppor- 
tunity to sell local one-minute spots 
both before and after the film 
and thus get a revenue from the 
showing. It also results in the print 
not being mutilated ... and in the 
program being shown in better time 
periods. 


> The Anaconda Copper Mining Co.., 
too, has taken several of its films 

which are largely technical and 
re-edited selected portions into a 
special tv edition called “The Rich- 
est Hill on Earth,” which is the story 
of copper from mine to consumer 
product. Although only recently re- 
leased, there is every indication that 
this film will reach millions of tele- 
vision viewers via free showings 

The Union Pacific is using what 
might be called a “magazine” format 

tv films which contain several 
different topics re-edited from sev- 
eral different commercial and scenic 
picture sources. They feel that three 
minutes of, say, Bryce Canyon, fol- 
lowed by an equal sequence on a 
completely different subject, is ef- 
fective. And, of course, other seg- 
ments of their existing Bryce Can- 
yon footage can be re-edited into 
other editions of “Western Wonder- 
land.” 

By using this potpourri of several 
topics in a single tv film, a higher 
level of general audience interest 
can be achieved, as the picture can 
be constructed to contain “some- 
thing for everyone” for dad, for 
mother, for the children, for the 
entire family. 


> Certainly, with more and more 
television stations coming into op- 


Technical Suggestions 


The following technical suggestions 
for rebuilding existing film material 
for tv subjects have been prepared 
for AR by Edward R. Carroll of Film 
Creations Inc. (New York): 


1. Mat prints, or reduce aperture in 
printing to allow for differences in 
cameras used in shooting original ma 
terial. 

2. Study source material {i.e. original 
Kodachrome, dupe Kodachrome, 35mm 
negative, 16mm negative, etc.) and 
select a common denominator of base 
or emulsion ‘‘up"’ for all dupe nega 
tives. 

3. Compose titles within tv cut-off 
area and shoot them to match the 
dupe negative 

4. Pace editing rapidly. Approximate 
newsreel technique, not that of in 
dustrial film. 

5. Rejuvenate material before using 
6. Edge number all negatives and 
prints. Because of the many cuts using 
the newsreel technique, it costs less 
than editing time 

7. Avoid acceptance of the original 
material whenever possible. Deteriora 
tion and damage on old negatives can 
quickly be attributed to you 





eration daily, 

faced with the same ¢ 

lem filling up unsold time 

material which is consistent 
; : 

their policy, which has entertain- 

ment value, and they car 


obtain inexpensive ly it would def- 


initely seem that advertisers who 


have commercial and sceni iim 
can obtain considerable free cir¢ 
lation by re-building them into th 
type of program units which me 
tv standards and requirements 
And remember, the more general 
the interest value, 
strained the direct 


more free showing 


Send in one boxtop, kiddies, for this 
super atom gun and scare the whole 


town! 
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station logs furnished with the re- 
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each spot. In addition to the reports, 


BAR makes the actual tape available New! Rubber Base E-Z FRISKET 
to agents for monitoring. The com- Given up on prepared frisket products? 
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cross index of advertisers on the sta- and comes off clean. Use 
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No. 134—-24” x 20 yds. 12.00 roll 
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FREE: “BROWN INK," published 
monthly, keeps you up-to-date on 
the newest ideas for artists 
Write or your letterhead 


ARTHUR BROWN & BRO 


2 WEST 46th STREET NEW YORK 


BAR Reports on Radio, S| ings). di bi ed producti ‘i ; MONEY! oa 
ones eal ws  sciiiaaaitiall ee cide USE OUR RADIO . 
IV Spot Commercials saieead ie eihe suniiie Ok taal SPOT RECORDING SERVICE 


Write us for a free estimate on your 
next radio spots! Our production 
“know-how” and top talent can 
boost your sales. You willbe pleased 
with the quality, the listening im- 
pact and the low price. 
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WBNS-TV (Columbus, O were tick AGENCY, INC. | 
led with the response to a contest __ COLUMBIA, MISSOURI 
which brought 8,597 pheasant featl 


ers to the station 


In the contest, held on the station If } Ol Are in any 


Outdoors with Ohio Federa show 


host Don Mack challenged viewers to of these fields eee 


send him the longest feather from a 


; 7 Paper Signs and Identification 
ring-tail pheasant Printing and Binding Materials 
The Ic ere = ail sala Premiums, Prize Audio and Visual Aid 

© jveges were snowea uncer and Speciaitie Direct Advertising 
with 8.597 feathers. 263 being re Shows and Exhibit Art and Photography 
Typography and Layout Photoengraving and 
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DIRECT ADVERTISING 


The orderly handling of inquiries can be an expensive and 
time-consuming job. An industrial publisher tells how the 
use of mechanical equipment has helped eliminate some 
of the headaches involved in handling readers’ requests. 


Reproducing Punch 





















































By Irving B. Hexter 
President 
Industrial Publishing Co 


Cleveland 


About 40,000 inquiries a month are 
received in the home offices of the 
Industrial Publishing Co. (Cleve- 
land) in response to advertising and 
free listed information published in 
our six monthly magazines, three 
quarterlies and one annual. Thess 
inquiries are now being converted 
to sales leads for our advertisers in 
less time and with less effort through 
a recently-installed system for han- 
dling this work mechanically 

We put out a combined circulation 
of approximately 160,000 on our six 
monthly business papers—Industry 
& Welding, Applied Hydraulics, Oc- 
cupational Hazards, Precision Metal 
Molding, Commercial Refrigeration 
& Air Conditioning and Flow. In ad- 
dition, we publish quarterlies of 
100,000 circulation each in three of 
these fields: Flow, Industry & Weld- 
ing and Occupational Hazards. Our 
list of titles is rounded out with the 
Flow Directory, published annually 
Our total circulation, including the 
quarterlies and the directory, av- 
erages under 300,000 a month 

In each publication we issue, a de- 
tachable reader service inquiry card 
is bound right into the book. Num- 
bers on these cards correspond with 
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identification numerals assigned to 
each ad or product listing. To send 
for further information, the reader 
merely circles the numbers of the 
items in which he is interested, fills 
in his name, title or position and the 
name and address of his company, 


and mails the first class reply card 


> The job of processing these in- 
quiry cards and getting the informa- 
tion to the proper suppliers had been 
a serious bottleneck. We used to 
handle this work by typing a sepa- 
rate notification slip for each inquiry 
item. This method left room for sev- 


eral drawbacks 


e Because reply cards usually re- 
quest information on more than one 
item, the name, address, etc., of the 
same man often had to be typed a 
dozen or more times. 


e This method was too clumsy to 
lend itself to the development of val- 
uable statistics on advertising re- 
sponses, etc, 


e As our inquiry volume increased, 
this job became bogged down that 
much more—especially in the pains- 
taking job of hand sorting the thou- 
sands of slips which accumulated in 
a matter of days. 


> Under this old method, each mag- 
azine assigned its regular personnel 
to handle its own inquiries in what- 





reates tne deta card processed 
speed 


their products have been received 


The Mechanizatior 





ever time was available. Our ap- 
proach in improving this situation 
was to set up and equip a central 
department of specially trained peo- 
ple to handle this job mechanically 
for all of our books 

Under our present method, in- 
quiry processing is done on Reming- 
ton Rand punched-card equipment 

Before going into details on how 
the system operates and what it does 
for us, it should be emphasized that 
the entire plan had to be approached 
with an entirely new standard of 
thinking in terms of the values and 
potentials of statistics on advertising 
inquiries. The chief factor to be con- 
sidered is that punched cards can be 
sorted accurately and automatically 
at extremely high speeds. Therefore, 
records on punched cards can be 
used to develop statistics which 
would have been too costly to think 
about if the work were done manu- 
ally 


> With future statistical applications 
in mind, we worked out a system for 
coding all inquiries according to 
classifications for the executives sub- 
mitting them and for the companies 
with which they are connected. This 
classification system differs for each 
book and was worked out in keeping 
with the specific characteristics of 
each field or industry 

These classification numbers are 
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When these cards have been auto- 
matically arranged in sequence, they 
are passed through the Posting In- 
terpreter, which senses information 
from the master cards and posts it 
onto the proper lines of both detail 
cards. This takes care of the entries 
necessary to identify the person sub- 
mitting the inquiry. 

For the information on what the 
inquiry covers, we sort the cards ac- 
cording to inquiry number. Then 
they are identified with a second 
group of master cards. This maste1 
set is made up of a separate card 
identifying number assigned 
for inquiry service. The cards are 
prepared every month right afte: 
each book is issued. After the in- 
formation identifying the 


each 


items 1S 
posted to the detail cards, the adver- 


tiser’s cards are ready for mailing 


> In sending the cards to advertisers 
or other suppliers, we group them in 
kept in an 
open file. Approximately every five 
days folders, 
pre-addressed from Addressograph 


envelope-size folders 


these which are 
plates, are placed in window enve- 
lopes and mailed. At this rate, in- 
quiries are now dispatched in ap- 
proximately one-quarter the forme 
time 

As we mail them, we count the 
cards and post the number of in- 
» ruled ledger. These 
records are kept for each book, with 


a separate page 


quiries in a large 


assigned to control 
every month. The figures are accu- 
mulated with each mailing so that 
noted for 


gives us, at a glance, the exact num- 


the last figure each iten 
ber of inquiries it has drawn 

Our operating schedule calls fo 
eight mailings for inquiries on each 
edition for every publication we put 
out 


> As this was written, the punched- 
card system had been in use for six 
months and had definitely proved its 
value in getting more work out in 
less time. We are still in the very 
first stages of developing the long 
range benefits which the cards will 
make available. In time, we expect 
to be able to establish and pin-point 
trends in advertising pulling powen 
based on such factors as frequency 
of insertion, amount of 
These, 
since the system is already 
for itself. 

When our inquiries were handled 
manually, we had the equivalent of 


space, etc 
however, will be bonuses, 


paying 


eight full-time personnel in our own 
office handling this work. In addition 
we still had to send a good chunk of 
it to be done in letter shops. Now, the 
whole job is handled comfortably 
by five girls 








There is one working factor whicl 
should be noted especially in exam- 
ining this type of system. The most 
careful possible supervision is neces- 
sary if it is to work properly. Per- 
sonnel must be trained to check 
every step carefully. They must be 
impressed with the fact that a singl 
slip-up can be drastic. For example 
a single mistake in card preparation 
will be passed along whenever a 
card is reproduced or an imprint is 
made from it. In machine accounting 
there is no “little” mistake 

However, taking all 
consideration, we feel 


factors int 
there is n¢ 
room to doubt the value of this sys- 
tem. The 
shadow the cost of the equipment 
And, just as important, we are ren- 
dering better service to our adver- 


labor savings far over- 


tisers and to our industries 44 








Business Week Offers 
New York Street Guide 


No one’s going to get lost in New 
York City if Busi 
it. The magazine has brought out 


simplified “New Yor! 


Street Guide 
in slide-chart 


ess We el can help 


por ket-size form 
Dreamed up by Herman C 
Business Week advertising and busi 


Sturn 


ness manager, the street guide ha 
been distributed to business exect 
tives in all major cities. To work it 
you simply set the chart for the de- 


sired avenue number and the 


near- 
est cross street is indicated 
The guide was prepared by Pert 
graf Corp. (Maywood, Ill.). It 
available from Business Week, 330 
W. 42 St., New York 36 44 


Burrelle Book Tells Story 
Of Press Clipping Service 
Keeping tabs on public opinior 
building sales leads and data, keep- 
ing abreast of tv and radio, sampling 


press opinion about a person, busi- 


ness o1 product these are but a few 
of the many uses to which subscrib- 
ers put a clipping service 
How a clipping service 
the kind of coverage 


ab ut 


operates 
it can provide 
information orders 


making 
and a listing of well known com- 
panies which use its service are in- 
cluded in “Information About You’ 
by Burrelle’s Press Clipping Bureau 
(New York) 

The company also provides infor- 
mation about its additional services 
including the laminating of clippings 
photographs, charts, documents, etc 
of any size up to 22x40” for perma- 
nent records 
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Easy Insertion 









































Jesign Continuous Form 
\ddressographing Cards 


Paper index 
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been announced 
national distribution by Address- 
5 an » Co. of California (Sar 
ancisco) 
The new called Quik-Kards 
facilitates preparation and use of 
\ddressog raph plates. The cards are 
d manually through the Addresso- 
aph machines and held neatly by 


magnetic 


| 1 
apn frames, have 
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enser-type box in which they are 
acked 
Sample cards will be sent for a 








ee trial to 





interested firms who 
their present 
ird so that the proper size can be 
lected should be ad- 
essed to Addressograph Machine 
‘o. of California, 618 Mission St., 
Cal 44 
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\uto-typist Features 
xplained in Folder 


Advertisers 









who looking for 
itomatic methods to produce direct 
ail letters that appear 
ypewritten will be 


are 





manually 
interested in 
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larch, 











a new brochure 
Automatic 
go). 

The folder, entitled You Type 
or Dictate Routine Correspondence,” 
explains how 


American 
(Chica- 


issued by 
Typewriter Co 


Auto-typist equipment 
can operate any standard typewrit- 
er 212 times faster than human typ- 
ists to produce error-free letters 
The equipment operates on the 
old player-piano theory. After the 
letter or paragraphs are composed, 
they are recorded on 
a roll similar to that used in a playe1 
piano. The Auto-typist rolls are de- 


signed to play any 


permanently 


office typewrit- 
er. To personalize the letters, the 
rolls are cut to stop at predetermined 
spots for insertion of names, dates, 
amounts, etc 

Any 
the Auto-typi st and the machine can 
also be 


average typist can operat 


used for 


ordinary hand 
typing 
> Six models ranging from a small 
Auto-typist that will operate elec- 
tric typewriters only to a large model 
that, with a push button control 
board, can automatically select para- 
graphs from 100 different combina- 








tions cut on record rolls 


Most of 
both 
electric and manual office style type- 
writers. One model, called the Copy- 
automatically duplicates ma- 
terial as the typist 
material on a master 


models described will operate 


typist, 
types origi al 
typewriter 

Samples of oe letters are 
reproduced in brochure. A list 
i companies inc luding 
banks, hotels, depar 
manufacturers, using the Auto-typist 
equipment is included as 
suggestions for a varie 
the equipment 


insurance, 


ment stores and 


well aS 


tv ol ses io! 


us 


Huttig’s Offers New 
Job Opening Reports 


A unique being offered 
to admen by Huttig’s Reports (Wich- 
ita). The 
reports on current job openings in 
the advertising field. The new serv- 
ice gathers its information from the 
classified advertisement 
newspapers and trade magazines 
Using airmail exclusively, Huttig’s 
gives its subscribers a detailed report 
within three to 
time the “help wanted” 
print. Between 100 
advertising job openings are 
reported each week. For additional 
information admen can write to Hut- 
tig’s Reports, 638 Geo. Washington 
Blvd., Wichita, Kan 44 


service 


company airmails weekly 


sections of 


seven days of the 
ads first ap- 
pear in 75 and 


new 





Did you 
receive 
your 
Income 
Tax Form? 





No doubt you did and wish it was all 
over and forgotten. 


Sod ue 


You may have noticed that the Tax 


Form booklet was a self-mailer, sealed 
with a gummed paper seal 
TI S t 
f ‘ t t 

tucking e € f 





The 


the rate of more 


affixed automatically 
than 12.000 per hour 
resulting in an additional 
about 81 of the man hours previous 
required to do the job 


s¢€ als were 


saving of 


If . } 

saatls Bain 

c os \ I} 
vi 1954 e tar 


For further information and free illus: 


trated hooklet whic h shows how sealed 


self-mailers can help you, write today! 






50-A East Wesley St. 
South Hackensack, N. J. 


Automatic Sealing Service 


| 
i 115 Christopher St., N.Y.C 
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Reach 
the 
Actual 
Buyers 


of 
ADVERTISING 
MATERIALS and 
SERVICES 


put your 

selling message 
before them 

in 
Advertising 
Requirements 





Send your Invoices 
FREE 


of 1ST class postage 


POST-PAC INVOICE POCKET 
LABELS carry your invoices free 
of first-class postage—easily 
accessible on the outside of 
the package...saves postage 

. saves cost and labor of 
addressing a regular shipping 
label... eliminates need of a 
packing slip...enables retailer 
to price merchandise and put 
into stock immediately. Pay- 
ment of invoice is expedited. 


WRITE FOR SAMPLES 


PUST-Prb 
POCKET LABELS 


DIVISION OF GAW-O’HARA ENVELOPE CO. 
3026 FRANKLIN BLVD. 
CHICAGO 12, ILL. 
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New Booklet Lists 
1954 Special Events 


“Special Days, Weeks and Months,” 
just published in the 1954 edition by 
the U. S. Chamber of Commerce, 
Washington, D.C., is a handy pro- 
motion tool for retailers, wholesalers, 
manufacturers, ad agencies, news- 
papers, radio and tv stations, cham- 
bers of commerce and trade associa- 
tions. 

This year’s booklet lists more than 
400 business promotion events, legal 
holidays and religious observances 
and names sponsoring organizations, 
dates and purposes of the events. 

Such varied observances as Sadie 
Hawkins Day, Fire Prevention Week, 
National Leave Us Alone Week and 
American Heart Month are included. 

The booklet is priced at 25c a copy 
and may be obtained from the Cham- 
ber of Commerce of the United 
States, 1615 H Street, N. W. Wash- 
ington 6, D.C. 44 


Firm Devises Unusual 
Direct Mail Gimmicks 


An assortment of varied gadgets 
and gimmicks that assuredly would 
startle most recipients has been con- 
cocted by Sande Rocke & Co. Inc. 
(New York), specialists in creating 
unusual direct mail promotions. 

An example of one of the tricks is 
mailing an actual English walnut 
shell in a small cloth bag. Rolled in- 
side the walnut was the sales mes- 
sage. Another gadget was attaching 
a miniature parasol (which actually 
opened and closed) to a letter, tying 
in with the slogan, “Gentlemen, Re- 
lax "Neath the Sun!” 

Here are a few other gadgets 
Sande Rocke have dreamed up: 

e A Kodak film spool with the ad- 
vertising message rolled around it 
also mailed in a small cloth bag 

e A 4x7” “Doodler Pad” with half- 
finished doodles forming an attrac- 
tive design around two edges. 

e Attaching an actual nail on a let- 
ter beneath a drawing of a raised 
hammer, which emphasized the slo- 
gan, “One tap is not enuf. .” 

e A folder that unfolds from 234x4” 
to 21x17” in size. The folder unfolds 
five times. Copy on first fold reads, 
“An idea can grow.” Repeated on the 
next three folds is “and grow,” and 
on the fourth fold, copy is, “‘and that 
idea is . . .” When the sheet is 
opened full size it reveals a list of 
Sande Rocke services. 

e “Doorbell Ringing is an Art” is 
the theme carried out with a draw- 
ing of a door, buzzer and finger 
pressing it in another oversize fold- 


er describing the company’s services 
e A giant simulated telegram—ar 
11!2x18” attention-getter printed ir 
two colors. 

@ An 11x8!2” self-mailer that open 
out to 17x22”. It features a red, white 
and blue drawing of a target on th« 
front. Open, the sheet shows rockets 
each tagged with one of Sand 
Rocke’s services, heading for the 
target 


e A clever die-cut piece that play 
up the idea “Worried about service 

Cover of the piece teatures a dic 
cut showing a worried man. Inside 
with the die-cut piece removed, tl 

same man looks happy. The pie 
promotes Sande Rocke facilities. 44 


Daily Paper is Unique 


In House Organ Field 


A daily house organ that costs 81 
per day to produce is_ publishe 
by Barber-Greene Co. (Aurora, II] 
Called “Instant Items of Interest 
the single page, 8!2x11” paper 
reproduced by the Multilith proces 

The name of the paper and th 
Barber-Greene logo form the nam« 
plate, which is imprinted on a 13, 


4 
| 


green border at the top of the pag: 
A green rule forms the left han 


margin and there are two colum: 
of typed news items, with the 
column rule run down the cente 
of the page Headlines are In capit 
letters Variety IS achie Ve d by ust 
of an occasional box or small car 
toon 

The content is almost entirel) 
“personal” in nature, with reade: 


submitting most of the contributior 
Interspersed with the news items a1 
reminders of company affairs, et 
The paper 1s edited by Elmer J 
Michaels of the company’s personne 
department 44 


News Release Used 


\s Promotion Piece 


An unusual promotion piece in tl 
form of a news release was used b 
American Motel Mag ne to pl 
mote its building and remodeling is 
sue, to be published in April. Thi 
piece was mailed to 3,500 advertisers 

The promotion piece was print 
on the magazine’s regular news re 
lease form, with the customar 
“from” and “for immediate release 
notations at the head of the sheet 

The headline, “American Mote 
Magazine Announces an Unusui 
Opportunity for Advertisers,” is 
bold-face caps, while the promotio1 


message is reproduced from type- 
writer type to add to the news re 
lease idea of the gimmick 44 
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SHOWS & EXHIBITS 


CARNIVAL THEME 


Builds Exhibit Excitement 
For Hudson Pulp & Paper 
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Take a Peek .. 


on this carnival exhibition. For ex- 
ample, we rented the painted carni- 
val background drops for $35 from 
a theatrical producer. An amuse- 
ment park concessionaire lent us, 
free of charge, the Mutascope. David 
White Co., the Stereo Realist or- 
ganization, sent technicians to equip 
the Mutascopes with 3-D color slides 
that we had made ourselves. The 
Webster-Chicago Corp. lent us, also 
without cost, their newest 3-D Musi- 
cale, equipped with three speakers 
for high fidelity “round-the-room” 
sound. The balloons, imprinted with 
our own advertising theme, cost us 
$35 per thousand. The gas cartridges 
were rented for about $20, and the 
gay, colored streamers were made 
from a product we manufacture 
gummed sealing tape. 


> As a result of our carnival exhibi- 
tion, we are now convinced that a 
successful merchandising and sales 
exhibit can be projected on a small 
budget, providing some ingenuity is 
used in planning and in execution. 


102 


. A prospect visits Hudson Paper & Pulp’s exhibit and takes a peek 
through the special Mutascope. The company used costumed, pretty-girl ushers (right) and 
the old-fashioned, penny arcade Mutascope to play up its carnival theme. Through the 
Mutascope, visitors saw the company's product line in 3-D color pictures. 


The entire program, from its in- 
ception as an idea to the final ex- 
hibition, was handled by only one 
person, and the success of this type 
of program must depend upon the 
ability of some one person to follow 
through on ideas until they become a 
reality. 

The payoff was large, the costs 
were small — and so we feel that we 
have achieved a real success formula 
for future convention exhibits. 44 


Custom-Built Truck 


Displays Projectors 


Eastman Kodak Co. (Rochester, 
N. Y.) uses a custom-built display 
truck equipped with projectors, 
charts and optical inspection fixtures 
and facilities for showing a 20-min- 
ute film to demonstrate its Contour 
Projector at manufacturing plants 
throughout the country. 

The truck, which is 33’ long, is 
staffed by optical engineers and is 
designed to demonstrate optical 


gauging to plant personnel concerned 
with problems of measurement and 
tolerances. In addition to a standard 
demonstration, visitors are invited 
to try their own parts on the projec- 
tors to assay the method. 
Demonstrations are limited to 
groups of 10 or 12 and are timed to 
last 1% hours. This time includes 
showing of a 20-minute film, “Optical 
Gauging.” 44 


Salesmen Paint House 


To Try Out New Brush 


A unique “try it yourself” method 
to acquaint salesmen with a new line 
of merchandise was used by Devoe 
& Raynolds Co. Thirty-five salesmen 
were given overalls, paint, one of the 
company’s new Superkleen brushes, 
and invited to paint the exterior of a 
house. 

Besides acquainting salesmen with 
the company’s’ new line of nylon 
brushes, the project was designed to 
impress the men with the impor- 
tance of the “do it yourself” theme 
in home decorating. The demonstra- 
tion was the highlight of the national 
sales convention of the Devoe & 
Raynolds Brush division at its 
Princeton, Ind. factory. 


> A clever follow-up on the project 
was the use of salesmen’s advance 
cards printed in the form of picture 
postcards. One side of the card 
showed the men painting the build- 
ing. On the reverse was a caption 
and a typewritten message telling 
the dealer that his Superkleen sales- 
man would see him soon and show 
him the new line. Salesmen sent the 
cards to their dealers after signing 
each one personally and circling 
their own picture on the front. 

The salesmen also participated in 
a round table discussion on adver- 
tising and sales promotion materials, 
and were asked for ideas on new 
promotion materials and suggestions 
for future campaigns. 44 


New Vinyl Material Used 
To Cover Display Booth 


A display that can be cleaned with 
a damp cloth is a big advantage, 
according to Richard H. Mailey, sales 
promotion manager, James O. Welch 
Co. (Cambridge, Mass.) 

Mr. Mailey referred to a display 
built with Bolta-Wall, a vinyl wall 
covering material, for his company 
by the Capex Co. (Evanston, IIl.) 
The display has been used at con- 
ventions of the National Confection- 
ery Wholesalers Assn. and _ the 
National Automatic Merchandising 
Assn. 
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Long-Wearing Display .. . Welch 
Candy booth is covered with Bolta-Wall, 
vinyl material said to be stain, abrasion, 
crack, chip and peel proof. 


The display used natural color 
Bolta-Wall with a wood grain effect, 
and was set off with Peter Hunt 
decals. Bolta-Wall is manufactured 
by Bolta Product Sales Inc. (Law- 
rence, Mass.) and is said to resist 
stains, scuff-marks, abrasion and 
facing, and will not crack, chip, flake 
or become brittle with age. 44 


AMA Catalog Issued 


A complete catalog listing all its 
publications issued during the past 
five years in eight fields of manage- 
ment is available from the American 
Management Assn. (New York). 
“Progress in Scientific Management,” 
as the catalog is called, lists the 
association’s publications in the fol- 
lowing fields: personnel; manufactur- 
ing-production, office management, 
marketing, financial management, in- 
surance, general management, pack- 
aging, research reports and other 
special publications. The price and 
a short description of each book or 


pamphlet are given in the catalog. 


For your copy circle No. 331 on the 
Reader's Service Card inside back cover 





Ugh, Nylons .. . Despite his bulging bi- 
ceps, Jimmy Venice, famous strong man, is 
unable to rip apart a pair of sheer Ironwear 
nylons, manufactured by Manchester Hosiery 
Mills. This presentation was part of Macy's 
Department Store's “Calf-Way to Glamour” 
hosiery show which was a portion of a week- 
long, hosiery manufacturer show in New 
York. Venice had previously demonstrated 
his strength by bending a thick iron bar 
with his teeth. With him on stage are Jack 
Russel, emcee of the show, and May Weston, 
fashion stylist for Manchester Mills. 
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in convention displays, 


prefab is different 











Some old-time display men too 
a fresh look at trade show exhibits 
and screened out the bugs. They 
kept the best, kept out the bad, 
and came up with an entirely new 
approach to exhibits: prefab. After 
fecting the pref 























































1954 Portfolio of alah sketches 
| has been prepared. Send for the 
} | Portfolio on your letterhead today. 


Capex PREFAB exhibits 
615 South Boulevard 
Evanston, Illinois 






































You’re Invited to 
Kodak’s 1954 Showing 

















|YOU’LL SELL MORE 
3 with an ae | COLOR 
FOR 
ADVERTISING 























IF you sell or advertise anything, you 
will not want to miss this collection of 
the year’s finest advertising photog- 
raphy. 

Hundreds of examples from leading 
studios in all parts of the country 
will help you plan your own future 
work. 

Continuous demonstrations will 
also further your understanding of 
modern color photographic processes. 

Cities, Dates, and Places (hotels): 












































PHILADELPHIA 
March 9-11; Bellevue-Stratford 
NEW YORK 
: March 15-19; Commodore 
Shows, Sales Meetings, etc. BOSTON 
; March 23-25; Sheraton Plaza 
Send for Free Folder. TORONTO 


April 1, 2; King Edward 
IVEL CORPORATION 
96-20 43 Ave., Corona 68, N.Y.C. f EASTMAN KODAK COMPANY 


Rochester 4, N. Y. 
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New Approach 


Information Center 


Successful for AMA 


By John H. Shepherd 
Chairman, Exhibits Committee 
Montreal Chapter, 
American Marketing Assn. 


What seems to be a brand new 
idea was used at the summer con- 
ference of the American Marketing 
Assn. in Montreal, June 10 to 12. In 
place of exhibits, the idea of an “In- 
formation Center” (see cut) was 
tried out based on supplying com- 
plete office units. 

Past A.M.A. conferences have at- 
tempted to sell exhibits without too 
much success. Here is how the con- 
ference committee reasoned last 
year: 

1. The suppliers to the A.M.A. 
are not primarily interested in prod- 
ucts and equipment that readily lend 
themselves to display nor are they, 
in general, practised in the advertis- 
ing of intangibles. 

2. Apart from the space cost, ex- 
hibits involve a fair amount of 
money for design and construction, 
shipping, installing and removing. 
In addition, this year there was a 
customs problem which usually does 
not exist because the A.M.A. was 
meeting for the first time in Canada. 
3. It was desired to obtain partic- 
ularly good representation for re- 
search companies and media organ- 
izations in Canada, for the under- 
lying theme of the whole conference 
was to be marketing in Canada. 
There are not so many Canadian 
companies to draw from as in the 
U.S. and those in the field are 
smaller and have not as large a 
budget as their American counter- 
parts. Consequently the first two 
points were even more important 
than they would have been in the 
USS. 

4. The committee was organized 
only four months in advance of the 
conference, while it takes a_ full 
year to plan and sell exhibits suc- 
cessfully. 


> Other ideas had been examined 
including asking suppliers to share 
the cost of a cocktail party, but it 
was felt that while such a party may 
raise some money for the A.M.A., it 
could not offer a service to the 
membership, which was the primary 
objective. 

Floor space was obtained on the 
same floor of the hotel that held all 
main conferences functions and the 
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Information Center . 


. . This unique format for ‘exhibits’ was used with success at 


the summer conference of the American Marketing Assn. in Montreal. Each ‘exhibit’ was 
equipped as an office where exhibitors could conduct business with visitors. The office 
equipment was supplied and installed by manufacturers. 


only bar on this floor was placed in 
the Information Center as a traffic 
builder. The bar was closed during 
sessions, which allowed the exhib- 
itors to attend the conference. 

Manufacturers of office furniture 
were approached and readily agreed 
to supply attractive desks and chairs 
without charge, provided that the 
association would be responsible for 
any unusual damage. An insurance 
policy covered this ($50 deductible) 
and the net damage at the end of 
the conference was one broken 
drawer and a small amount of alco- 
hol damage, the whole thing esti- 
mated at less than $25. The 
manufacturers’ own labor force 
installed and arranged the furniture 
and this labor was paid by A.M.A. 
The only other thing necessary was 
to borrow floor lamps and when the 
original manufacturer fell down on 
delivery, a local department store 
supplied attractive lamps very 
quickly. 


> The A.M.A. occupied the entire 
remainder of the floor and conse- 
quently the hotel would have been 
unable to rent the Information 
Center floor space for any other 
purpose, therefore they were re- 
ceptive to an arrangement by which 
an amount of 25¢ per square foot 
was paid to the hotel for the space 
actually used. 

The floor area available allowed 
only a maximum of 20 units and, at 
the beginning, only some 27 Cana- 
dian organizations were approached. 
Later, the offer was extended to 
other organizations in Canada and 


former A.M.A. exhibitors in the 
United States, but only nine were 
sold as the show opened—as much 
as anything else, it seems, because 
the idea was new and_ untried. 
Other organizations stated during 
the conference that, having seen it 
in operation, they would buy in the 
future. Of the nine companies who 
bought space, seven voted the idea 
successful and said they would buy 
a similar deal in the future. 44 


Balloons, Baby & Bottle. . .A giant bot- 
tle and free balloons were among the at- 
tractions at a week-long celebration for the 


opening of a new Dr. Pepper bottling plant 
in St. Louis. 
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March, 


Coming Conventions 


MARCH 

1-3 Nat'l Electric Sign Assn—Conrad 
Hilton Hotel—Chicago 

15-19 Master Photo Dealers and Finish- 
ers Assn—Conrad Hilton Hotel— 
Chicago 

17-20 Assn of Nat’l Advertisers—The 
Homestead—Hot Springs, Va. 

25-27 Nat’l Audio-Visual Assn., Western 
conference—Hotel El Rancho— 
Sacramento, Cal. 

29-31 Nat’l Paper Trade Assn—Waldorf 
Astoria—New York City 

30-April 1 Point-of-Purchase Advertising In- 
stitute—Hotel Statler—New York 
City 

APRIL 

1-3 Film Council of America—Conrad 
Hilton—Chicago 

3-4 Packaging Machinery Manufac- 
turers Institute, spring meeting 
—Hotel Dennis—Atlantic City 

5-8 American Management Assn — 
packaging conference—Auditori- 
um—Atlantic City 

22-24 American Assn of Advertising 
Agencies — The Greenbrier — 
White Sulphur Springs, W. Va. 

MAY 

5-8 Southern Graphic Arts Assn—An- 
gibilt—Orlando, Fla. 

3-7 Assn of Better Business Bureaus— 
40th annual conference—Fair- 
mont Hotel—San Francisco, Cal. 

10-12 Advertising Trades Institute—Sales 
Aids Show—The Biltmore—New 
York 

16-19 Nat’l Paper Box Manufacturers 
Assn—Drake Hotel—Chicago 

23-28 Nat’l Assn Radio & TV Broadcast- 
ers—Chicago 

JUNE 

2-6 Associated Business Publications— 
Hot Springs, Va. 

7-9 Magazine Publishers Assn, 35th 
annual meeting—The Greenbrier 
—White Sulphur Springs, W. Va. 

8-9 Nat’l Assn of Litho Clubs—Bilt- 
more Hotel—New York 

7-10 Lithographers Nat’l Assn Inc.— 
The Greenbrier—White Sulphur 
Springs, W. Va. 

14-17 Nat’l Industrial Advertisers Assn 
—Sheraton Mt. Royal Hotel— 
Montreal 

20-23 Advertising Federation of America 
—Statler Hotel—Boston 

21-21 American College Public Relations 
Assn — Hotel Roosevelt — New 
York City 

27-30 Advertising Assn of the West, 
annual convention—Salt Lake 
City 

JULY 

5-8 International Graphic Arts Educa- 
tion Assn—University of Colora- 
do—Boulder, Col. 

9-11 Nat’l Wooden Box Assn—summer 
meeting—Sun Valley, Ida. 

20-22 American Trade Assn Executives 
—Atlantic City, N. J. 

AUGUST 

1-4 Nat’l Audio-Visual Assn—Conven- 
tion and Trade Show—Sherman 
Hotel—Chicago 

8-11 International Printers Supply Sales- 
men’s Guild—Bellevue-Stratford 
Hotel—Philadelphia 

30-Sept.3 Photographers’ Assn of America— 
Conrad Hilton—Chicago 

SEPTEMBER 

9-11 Nat’l Paper Assn—Conrad Hilton 
—Chicago 

18-21 Advertising Specialty National Assn 
—Palmer House—Chicago 

26-29 Life Insurance Advertisers Assn— 
Sheraton-Gibson Hote]—Cincin- 
nati 

OCTOBER 

5-9 Photographic Society of America— 
Chicago 

9-12 Mail Advertising Service Assn— 
Hotel Statler—Boston 

11-13 American Photoengravers Assn— 
Hotel Statler—Boston 

13-15 Direct Mail Advertising Assn— 
Hotel Statler—Boston 

28-30 Advertising Typographers Assn of 
America Inc.—Miami Beach, Fla. 

28-Nov. 1 Int’l Assn of Electrotypers & Ste- 
reotypers Inc.—The Greenbrier 
—White Sulphur Springs, W. Va. 

7-11 Outdoor Advertising Assn of 

America Inc.—Commodore 


Hotel—New York City. 
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Ad Reprints 


Compare these prices 
for top quality 


AD REPRINTS 


3-DAY SERVICE 


On B42" x tt’ —70 Ib. Enamel. Standard 
publication colors. Complete plates fur- 
nished us. | side only. 


Quantity | Color per M 2 Colors per M 


$15.25 
11.00 
7.50 
6.10 
5.65 
5.05 
4.65 
4.35 


All prices F.0.B. Marion. Act today. 


CENTRAL PRESS, INC. 


Reprint Division 


714 S. Adams St. Marion, Ind. 





Lettering System 


' The most PRACTICAL lettering 
| system ever devised ! 










READY CUT paste-up lettering 
MC ae aa t-) 1 ig 
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LARGE SIZES...UP TO 2 INCHES! 
NEWEST POSTER STYLES! 


. Write today for free specimen catalog 


a a Letter-it 
Bor 3261 Oklahoma City. Oklahoma 


Direct Mail 





MAKE ’EM LAUGH! 


Friendly prospects buy quicker. Make yours 
laugh with the ‘“‘Let's Have Better Mottoes"’ 
monthly mailings. Unusual — effective — eco- 
nomical — exclusive. Write for details on your 
business letterhead. 


FREDERICK E. GYMER 


2121 E. 9 St. Cleveland 15, Ohio 
eeeeeeeeoeooooooeeeoeeeeee 








MAPS 


Printed to order in 

all sizes, choose from 
thousands of available 
up-to-date stock plates 


FIFTH AVE NOY 
MAPLEWOOD 


SL a ee 























@ DEALER HELP MATS 

@ NEWSPAPER ADVERTISING MATS 
e cuTs 

@ STEREOS 


@ Quality 
@ Service 
@ Dependability 


HArrison 7-1564 


727 S. Dearborn Chicago 


MONARCH 
MATRIX & STEREOTYPE 
co., INC. 


P-O-P Signs & Displays 


Grilled Cheese 28 ) 
fam & Cheese 35) 
Chicken a) 
Tana Saad 38) 


feast Beet 25) 
Bacon & Tomato 75) 


LOW-COST PERMANENT MENU BOARD 
SIZE 4D PROCESSED GLASS FACE CHROME FRAME 
GETS OFSPLAY SPACE AND KEEPS iT 


MIRRO-PRODUCTS COMPANY 
HIGH POINT, NORTH CAROLINA 


Photo Enlargements 


GIANT ENLARGEMENTS 


for exhibits, homes, offices and displays 


SPOT-LITE STUDIOS 
455 West 45th Street, New York 36 


Circle 5-9085 








Color Prints 





BRILLIANT / 





ACCURATE/ LOW IN COST/ 


Need 100 to 10,000 natural color 
prints from Kodachrome or art 
copy? Write GEM for samples and 
AMAZING LOW PRICES. Low quo- 
tations, too, on full color brochures, 
mailers, post cards. 

























Novelty Post Cards 


INVISIBLE INK 
POST CARDS are NEW 


Just DIP IN WATER and ‘‘Presto"’ 
your COMMERCIAL Message and 
Greeting Appears Instantly. 

When Card is Dry—The Message 
Disappears. When Dipped in Water 
Again the Message Re-Appears. 

Same Card can be Used Many 


Times—Passes thru Many Hands. 
JOBBERS WANTED 


Get Free Samples and Catalog 


M. E. MOSS AND CO. 
HARTFORD © CONN. 














Retoucher Wanted 


in the language of 
TV’s top rating show: 


Give us the facts and we'll give them 
to you. We want a retoucher—be he 


young or be he old, we have the place 


he would like to hold. 
Mid West—old company—lots of work, 
recreation, golf, fishing, or yours! 
Write or wire. We'll see you or you 
see us. Box 6, Advertising Requirements, 
200 E. Illinois St., Chicago 11, Ill 





Photogravure 


watercolors. text.monoteone.ductaene. tull color 


His tonssge mmbling, tum bling 
’ hundred thousand ways; 
Se when your dacams anecaptured 
 Gowr Cuciness traclewell Mazes > » 


FIRST RUN ORIGINALS REASONABLY PRICED 


Tied OITA iiccemnded A Pe 


Greetings 4543 N.WOLCOTT CHICAGO, 40 plaques 









Typographers 


Wonder expresses less 
than ASTONISHMENT 


and much less than amazement. .. so 
why wonder... be rarely astonished 
when you'll be amazed how easy it is 
JAY P togeta good adtypeskilled by Walk. 


WALK aovertisine Typocrapny 


11 E. HUBBARD, CHICAGO 11 © MOhawk 4-6134 


—Suppliers are invited- 


to keep the editors of Ad- 
vettising Requirements ad- 
vised at all times of new 
developments, new products, 
new processes, and new ideas 
of all kinds which might be 


of interest and value to our 


readers. 
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301 /Circle on Readers’ Service Card 

Typo-Chart 

. . . details on copyfitting slide chart that 

shows characters per pica for more than 

300 typefaces in sizes from 5 to 14 pts. 
(Page 35) 


302/Circle on Readers’ Service Card 
The Type Calculator 

. . » information concerning a copyfitter 
which includes a folder illustrating all 
commonly used typefaces in their range 
of text face sizes and a dial-type calcu- 
lator. (Page 35) 


303/Circle on Readers’ Service Card 

Rapid Copy Fitter 

. . . details in a type gauge and plastic- 

bound book which includes a series of 

charts giving character counts for pica 

and inch widths for 355 typefaces. 
(Page 35) 


304/Circle on Readers’ Service Card 
Photoengraving Guide 

. series of folders dealing with photo- 
engraving problems. No 1 in the series 
is “How to Order Photoengraving.” 


(Page 63) 


305 /Circle on Readers’ Service Card 

Sales Aid Show 

. . . folder describes Sales Aid Show, 

New York, May 10-12, sponsored by 

Advertising Trades Institute Inc. 
(Page 30) 


306 /Circle on Readers’ Service Card 
Cold Type Pattern Chart 

. wall chart shows Craf-Type line of 
self-adhering alphabets, numerals and 
symbols. (Page 75) 


307 /Circle on Readers’ Service Card 
“See-Thru” Drawer Cabinet 

. . . folder describes cabinet with trans- 
parent drawers for filling small parts, a 
handy premium for factory and home 
workshops. (Page 57) 


308 /Circle on Readers’ Service Card 
Three Unusual Premiums 

. . . literature describes low-cost stereo 
viewer, calling card camera and vest 
pocket microscope, all easily mailed, de- 
signed as premiums. (Page 57) 


309/Circle on Readers’ Service Card 
Platemaking Exposure Frame 

. . folder describes exposure frame for 
making line or halftone plates for use on 
small offset presses (Page 66) 


310/Circle on Readers’ 
Platemaking Methods 

. easily-read folder by Rapid Electro- 
type Co. describes methods of making 
electrotypes, plastic plates, mats, stereos 


etc. (Page 67) 


Service Card 





311/Circle on Readers’ Service Card 
Sensitized Paper Plate 

. literature acetate surface 
paper plate for offset duplicating, good 
for 1,000 copies of line work 


describes 


(Page 67) 
TS 
Use these return cards 


for publications 
mentioned on this page 
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Requirements 


* Send for these 


312/Circle on Readers’ Service Card 
Screen Print Engravings 

. Fidelity Engravers’ mailing piece 
describes facsimile halftones, surprints, 
positive inserts and Ben Days made 
from “Velox” artwerk. (Page 67) 


313/Circle on Readers’ Service Card 
“Glow-Tone” Envelopes 

. Teference swatch contains six pop- 
ular correspondence envelopes in pink, 
green, yellow, blue, golden autumn and 
gray “‘Glow-Tone” colors. (Page 52) 


314/Circle on Readers’ Service Card 

Paper Sampler Booklet 

. .. booklet includes samples of text, cover 

and bristol papers with colors and 

weights by Mohawk Paper Mills Inc. 
(Page 52) 


315/Circle on Readers’ Service Card 
Sales Presentation Folders 

. expanding portfolios and containers 
designed for sales presentations are de- 
scribed in a brochure which also illus- 
trates heavy duty mailing envelopes and 


advertising wallets. (Page 52) 


Readers’ Service Dept. 
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Please send me the following: 





301 302 303 304 305 306 
307 308 309 310 311 312 
: $13 314 315 316 317 318 
319 320 321 322 323 324 
325 326 327 328 329 330 
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Postage 
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ADVERTISING REQUIREMENTS 


200 East Illinoi 


Chicago 11, Ill. 


NTO 


helpful selling tools 


316/Circle on Readers’ Service Card 

Continuous Envelopes 

. . . folder describes Convelopes, a series 

of perforated envelopes designed for fast 

addressing by tabulating machines, ad- 

dressing machines and typewriters. 
(Page 52) 


317/Circle on Readers’ Service Card 
Papers for Record Keeping 

. tips on how to organize an adequate 
record program, and a checklist of types 
of paper or card stock best 
records. 


suited for 
(Page 53) 


318/Circle on Readers’ Service Card 
Pastel Pencils 

. Swan Pencil Co. introduces new line 
of pastel pencils in 12 colors for use 
wherever pastel technique is desired, in- 
cluding on blackboards and greenboards 


(Page 80) 


319/Circle on Readers’ 
Camera Catalog 

Burke & James comprehensive cat- 
alog includes 25 full-color pages showing 
projectors, enlargers, etc. 


(Page 79) 
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* Note inquiries for items listed 
not serviced beyond June 15, 1954. 
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320 /Circle on Readers’ Service Card 
Dual Purpose Projector 
16 n Compco Corp. projector 
I nmodates 1%x4” stereo s tides 
I x2" conventional slides by eas 
f polarizing filters (Page 24) 
321/Circle on Readers’ Service Card 


How to Splice Tape 
3M booklet tells how 
volved in splicing magnetic tape 
w to avoid splice weakness 
{f signal and sticky 
OA 


idhesive transter rage Oo 


to solve proDb- 


layers from 


322/Circle on Readers’ Service Card 
Adjustable Window Display 

. . circular gives instructions on installa 
tion of adjustable stock window display 


that folds into a convenient mailing 
irton (Page 87) 
323/Circle on Readers’ Service Card 
Display Motors Manual 
how to install and operate the 11 
basic models of Hankscraft battery-op 
erated display motors and cor — de 
scription of each model Page 88) 


Postage 
Will be Paid 
by 
Addressee 
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200 East Illinois St., 
Chicago 11, Ill. 
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324/Circle on Readers’ 
Reminder Cards 


. samples and a circular describing 12 


Service Card 


lisplay cards to remind customers to 
carry small packages—a Sturm Studios 
Card-of-the-Month service. (Page 88) 


325 /Circle on Readers’ Service 
Successful Displays 

Gibraltar Corrugated Paper Co. 
expands its file, “Rx for Rising Sales,” 
to include examples of new and success- 
ful displays. (Page 88) 


Card 


326 /Circle on Readers’ Service Card 
Transparent Plastic Packages 

Arvey Corp. brochure illustrates 
Lamcote ‘Showcase” packages, Lamcote 
plastic, and laminated foils and 


re (Page 92) 


printed 


films. 


327/Circle on Readers’ 
Clear Plastic Containers 

. Tri-State Plastic. Molding Co. offers 
a folder describing round, square, ob- 
long, — or flat, with compartments, etc. 
rigic id clear plastic containers in 36 types. 


(Page 92) 


Service Card 


No 
Postage Stamp 


Necessary 
If Mailed in the 
United States 


Y CARD 





inquiries for items listed 


328 /Circle on Readers’ Service Card 
Plastic Bottles, Jars 

. folder shows more than 40 examples 
of uses by advertisers of clear plastic 
bottles and jars manufactured by Cellu- 
plastic Corp. (Page 92) 


329/Circle on Readers’ Service Card 
Clipping Service Values 

“Information About You” describes 
how a clipping service operates, cover- 
age provided, and many uses it has for 
admen. (Page 98) 


330/Circle on Readers’ Service Card 
Fast, Error-Free Typing 
brochure tells how typist can pro- 
duce perfect copies 2¥2 times faster with 
Auto-Typist and includes samples of 
work done by automatic typewriter. 
(Page 99) 


331/Circle on Readers’ Service Card 
Management Publications 

. catalog lists all publications issued 
during past five years in eight fields of 
management by American Management 
Association. (Page 103) 


332/Circle on Readers’ Service Card 
New Kleen-Stik Tape 

. pressure-sensitive tape can be used 
on point of purchase materials and ace- 
tate and paper stocks in any display 
producer's plant. (Page 44) 


333/Circle on Readers’ Service Card 
For Special Occasions 

kit includes wide assortment of 
colorful letterheads and help in using 
them for special occasion and seasonal 


mailings. (Page 5 


334/Circle on Readers’ Service Card 
Sign, Display Letters 

of brochures des scri 
on letters for signs and dis 

in ese aimed ns—pinbc ick, sandbe 
and track letters. Pac 


. catal J Series 


Amy 
C Inf 


335 /Circle on Readers’ Service Card 
Day-Glo 
information about 


cent materials 





fluore 





cense by Switzer Bros 


336 /Circle on Readers’ Service Card 
Velva- Glo 


resecent ma 
nt ma 





Calor Co 
WO10OTr UO. 


r Ay 
(Page 44) 


337 /Circle on Readers’ Service Card 
Spot-Lite 

information on Spot-Lite fluorescent 
letterpress and offset inks available from 
Oak Luminous Products Inc. (Page 44) 
338 /Circle on Readers’ Service Card 
Wil-Glo 

information on the Wil-Glo process 
developed by H. C. Wilton Inc. (Page 44) 
339/Circle on Readers’ Service Card 


Inc-O-Lite 
. details on Inc-O-Lite fluorescent letter- 
press inks produced by The Inc 


Use these return cards 
for publications 
mentioned on this page 











This rather impressive list of some of 


the distinguished printers, publishers and 
advertisers served by the J & O Offset 
Division must prove one thing— 

Jahn & Ollier assures fine color offset 
reproductions! The old adage, “‘You can judge 
a man by the company he keeps,’ might 
easily be re-phrased, “‘You can judge 


a company by the clients it serves.”’ 


Perhaps we can show you, too, how your color 


offset reproductions can be more effective. 


@ COLOR SEPARATIONS 

@ ALL REPRODUCTIVE PROCESSES 

@ POWER PRESS PROOFING 

@ SPECIAL POSITIVES FOR LITHURE PRINTING 


Partial list of 
PRINTERS & 


PUBLISHERS 
served by J&0 
Offset Division 





American Offset 
Corporation 


American Printers & 
Lithographers, Inc. 


The Calvert Lithographing Co. 
Colorprint Corporation 
Excello Press 

The A. L. Garber Company 


Graphic Arts Process 
Company 


Greetings, Inc. 

D. F. Keller Company 
Lawton Company Printers 
R. A. Levin 

Manz Corporation 
Messenger Corporation 
Mossberg & Company, Inc. 
Nu-Art Engraving Co. 
Poole Bros., Inc. 

Printing Service Company 
Rand McNally & Company 


Rayner Lithographing 
Company 


Reliance-lIllinois Corporation 
H. L. Ruggles & Co. 

The Ryan Art Co. 

Walker B. Sheriff Company 
Sterling Greetings, Inc. 
Stewart-Simmons Company 
Veritone Company 


Stanley Wessel & 
Company 


E. Raymond Wright, Inc. 


Partial list of 


ADVERTISERS 
served by J&0 
Offset Division 





Admiral Corporation 

Anheuser-Busch, Inc. 
(Budweiser) 

Armour and Company 

Bell & Howell Company 

The Brunswick-Balke- 
Collender Company 

Burton-Dixie Corp. 

Capehart-Farnsworth 
Corporation 

Caterpillar Tractor Co. 

Chicago Printed String Co. 

Chrysler Corporation, 
Dodge Division 

Dr. Salsbury's Laboratories 

Coronet 

Elgin National Watch 
Company 

Esquire 

Federal Tool Corporation 

Gardner, Robinson, 
Stierheim & Weis, Inc. 

Gilbert Paper Company 

The H. M. Gousha Company 
(Road Maps) 

H. J. Heinz Company 

Hotpoint Co. 

Kleenex Tissues— 
International Cellucotton 
Products Co. 

Lucien Lelong 

Lumbermens Mutual 
Casualty Company 

Motorola Inc. 

Northern Pacific Railway 
Company 

Pabst Sales Company 

Phillips Petroleum Company 

Toastmaster Products 
Division, McGraw 
Electric Company 

Union Pacific Railroad 
Company 

United Air Lines 

U. S. Army 

The United States Playing 
Card Company 

Utah Oil Refining Company 

Wilson Brothers 

Zenith Radio Corporation 


JAHN & OLLIER ENGRAVING COMPANY 


Sine Offset Rofroductions 


BLACK & WHITE AND COLOR PROCESS FOR LETTERPRESS 





817 WEST WASHINGTON BLVD., CHICAGO 7 * MONROE 6-7080 











Take cardboard and ink—and X, an 
Unknown Quantity. Mix well, and 
leave in a hot press for a few seconds. 
Presto—a Display! 


But what kind of a Display —dust- 
catcher or dividend payer? That de- 
ends on the exact analysis of that 
Calan Quantity, which is a com- 
ound of ideas, experience, skill. Some 
Guleunhers have more of each 
component to add to the amalgam — 
some less. 


INLAND’s “Ingredient X” is made 
up of the most unhackneyed of ideas, 
the most modern of production facili- 
ties, the adeptness and _ practicality 
that comes of the experience of 40 
producing years. It has vitalized some 
of the outstanding Point of Purchase 
Displays of the decade, for some of 
the country’s best-known merchan- 
disers, large and small. 


We've gota good supply of INLAND’s 
“Ingredient X” left to stir into your 
Point of Purchase pieces. Call us in for 
a confab—you'll like the way we work! 


Glow-type ink on 
actual display. | 





INLAND's effective use of light, motion 
and the special emphasis of judiciously 
placed glow-type ink, drives home the big 
features of Norge’s ‘Time Line’ Washer. 
As the control button moves, the action 
words light up in turn. An unusually strong 
sales-starter, say Norge dealers. 


INLAND LITHOGRAPH COMPANY 


328 So. Jefferson St., Chicago 6 * RAndolph 6-3256 





